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This illustration is a reproduction 
from a painting by Alfonse Marie 
Mucha, the famous Bohemian painter, 
and was used by ^larshall Field & Com- 
pany of Chicago as one of the formal 
announcements of the ojxjning of their 
completed retail store. It was the first 
work contributed to advertising bv this 
well-known artist, and is said to have 
brought tlie largest price ever paid for 
a commercial drawing. 
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INTRODUCTION 

As far back as extends the authentic history of man, 
and in all stages of human development, advertising has 
been the keynote of industrial, civic and social progress. 

The scientific and studied advertising systems of today 
are the offspring of the crude and unlettered methods of 
centm'ies ago, when the herald with his trumpet and the 
town crier with his bell were the principal advertising me- 
diums in use. Then it was a matter of lung power, and the 
crier or the trumpeter who could make the most noise and 
reach the largest number of auditors received the great- 
est compensation and retained his position the greatest 
length of time. In this respect, there has been little if 
any change. The advertiser or advertising man who fails 
to keep apace with the constant progress of present-day 
advertising has outlived his business usefulness. 

Many theories have been advanced as to what has caused 
the tremendous growth of advertising, especially in recent 
years. It is asserted by some that advertising has merely 
been carried forward as an accessory of modern progress 
in all lines of trade and industrv. Such a claim cannot be 
substantiated by facts for the reason that year in and year 
out for the last half century the proportionate expenditure 
of money for advertising purposes has by far exceeded 
that of any other branch of business development. 

It is the contention of others that modern invention, 
improved facilities of transportation, the telegraph and 
telephone have helped to raise advertising to its present 
importance in the business world. 
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€ INTRODUCTION 

True, everything that has beiiefited modern civili- 
zation has been of equal benefit to advertising, but under- 
lying all natural and subsidiary encouragement that adver- 
tising has received, and is receiving, has been the public 
confidence in its economic value. 

While there still remain a misguided few who insist 
that advertising is all *4ung power,'' with no sound basis 
or economic foundation, the public at large, the buyer and 
consimier of everything, from daily necessities to the most 
costly luxuries, turn to modern advertising for their many 
and varied needs. 

Advertising is not the result of progress. It has made 
progress. Advertising is not the result of modem inven- 
tion, because it has been the channel through which all 
improvement, bettennent and achievement have been 
fostered and popularized. It occupies today a position 
^qual in importance to that of any factor in modern civili- 
zation, and a comprehensive knowledge of its use and 
abuse is as necessary to one engaged in the business 
affairs of life as is the rudimentary education required by 
the commimitv. 

So great is the scope of advertising and so numerous 
are its demands and benefits that it would be impossible 
in any number of books to solve the many and perplexing 
problems that arise in the buying, selling and distribution 
of advertising. No phase of modern business requires 
so keen and individual an analysis as does the subject of 
advertising. In nearly every other line of business a 
mistake can be rectified before there is a total loss. An 
advertising loss is a dead loss. If an advertising invest- 
ment does not bring results there is no salvage. It must 
be charged up to experience. 

The object of this work is to lead the mind of the 
advertiser along such channels as will aid him in the dis- 
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tribution of his advertising, subject to the conditions sur- 
rounding his business. It is no one man's opinion, but the 
experience of those who are recognized leaders in their 
respective lines of advertising endeavor. There may be 
found in this work statements which to the casual reader 
will appear conflicting, as for instance, where certain 
methods have been successful in the experience of one 
wTiter and failed to bring the desired results in that of 
another. Tliis must not be construed as reflecting upon 
the judgment of either, for the reason that no two adver- 
tising campaigns, whether large or small, have ever been 
operated under identically the same conditions. 

Conscientious effort has been made to eliminate pon- 
derous and involved technicalities and such superfluous 
information as would onlv be burdensome to one who seeks 
a comprehensive foundation on which to base his adver- 
tising expenditures. 

The Editor is grateful to many.of his friends and asso- 
ciates in various advertising pursuits who have so kindly 
contributed their experience to this work, knowing as they 
do that its greatest reward is in what it can accomplish 
to foster and develop good advertising. 

THE EDITOR 



ILLUSTRATIONS 

The illustrations and sample advertisements used in this 
work have been furnished through the courtesy of adver- 
tisers, advertising agents and publications. Conscientious 
effort has been made to give due credit to the originators. 
In a number of articles the illustrations have no direct 
bearing on the text except in a general way and in such 
where it has been necessary to illustrate a statement or 
an idea. 

The illustrations and sample advertisements used have 
been chosen from the standpoint of the results they have 
produced rather than from appearance, psychological con- 
struction or artistic effect. The editor has endeavored to 
trace, insofar as has been possible, the results of every 
advertisement used in this work. In general publicity 
campaigns, appearing in newspapers, magazines, street 
cars, outdoor advertising and novelties, where it is impos- 
sible to check the results of any single advertisement, only 
such illustrations have been used as have formed a part of 
successful campaigns. 

As will be observed throughout the- work, a large num- 
ber of advertisements used as illustrations have necessarily 
been reduced from their original size in order to be sho^vn 
as samples. It must be remembered that such reduction 
has a tendency to undermine the artistic effect produced in 
the original. Reproductions of half-tones necessarily result 
in the crossing of screens, which, in turn, has a tendency 
to becloud the finer details. This should not be charged 
to the originals, however, which may have been perfect 
drawings. 

The Editor takes this opportunity of thanking the illus- 
trators and engravers who have assisted in bringing about 
the best results under the circumstances. 
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THE REQUIREMENTS, PURPOSE AND POWER OF 

GOOD ADVERTISING 

By SETH brown 

fl 

There is little profit in the study of advertising history. 

It has always existed in some form. 

Every person who desires to furnish others with goods 
or service must advertise. 

The farmer who has a sur})his of seed wheat nmst 
acquaint his neighbors with the fact or he will never sell 
the grain. He must advertise. 

Let us assume that the farmer is in the business of 
selling wheat and that his supply is too large to be used 
by his immediate neighbors. He must tell others outside 
of his vicinitv about his seed wheat. If he has the time 
he can make a trip through the country, but it is much 
more economical to send a letter, a form of advertising. 

[Editor's Note. — The illustrations used throughout Mr. Brown^s article 
are mainly for the purpose of associating the reader's mind with ideas in 
advertising. A careful study of these sample advertisements will give the 
reader a line of study in the range of advertising, as these illustrations 
are chosen with a view of familiarizing the student of advertising with 
various successful advertising campaigns and the particular points which 
have made these campaigns profitable.] 
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Bake a Whole 

SwitVs Premium 

Ham 











— serve hot or cold. Enjoy its fine 
grained delicacy, mildness, extra quality 
and delicious taste. 

Swift's Premium Bacon, sliced, in glass 
jars, is all bacon — no waste — every slice 
perfect and of uniform thinness. 

A t all dealers 

"U. S. Governinent Inspected and Passed." 

Swift & Company, U. S. A. 



1. The value of the advertiseinoTit on the opposite page lies in its powerful 
suggestion. Everybody loves baked ham, and if they will bake the kind of ham 
shown and described in the advertisement, they will get the best kind of baked 
ham. The display is large and there is enough argument to set people thinking. 

The ad ^Iso gives information as to where Swift's Premium Ham may be 
obtained, that it is government inspected and passed, which means a great deal to 
the public, and emphasizes the appearance of the package and the animate trade- 
mark of Swift & Company, Swift's Little Cook, which is used in all their 
advertising. Prepared and placed by J. Walter Thompson Co., Chicago. 
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In the evolution of a seed house it becomes necessary 
to tell hundreds and thousands about the seeds, and the 
business story of necessity must be multiplied in order 
to attract the possible customer. 

Multiplication requires printing — advertising. 

Thus we see that from the simple transaction of the 
farmer desiring to dispose of his surplus seed wheat up 
to the immense requirements of a seed house, the prin- 
ciple of advertising is the same, but its application is of 

necessity entirelv different. 

ft » 

It would be well for those who approach the subject 
of advertising in a serious manner to work out in their 
own minds the mental wSteps of a simple, ordinary selling 
transaction. By so doing they will cover the ground 
necessary, which only requires a multiplication in order 
to include the vastness of advertising. 

Every business iv^ susceptil)le of three divisions — the 
producing, the selling, and the filling of orders. 

In the present stage of our business develo])ment it 
requires more l)rains to sell goods than it does to make 
them. 

There was a time when this was not true, when people 
had little opportunity to make careful selection as l)e- 
tween different kinds of articles. In the earlier stages 
a shoe was a shoe. It was made with but little considera- 
tion of appearance, and its comfort was not a matter of 
prime importance. Its principal goodness depended upon 
its lasting qualities. At this stage a shoe was a shoe and 
there was little that could be said about it. 



f'nmfort is tlie kevDote of this msfrazino ailvertistimont. It is well to feature 
Btrniigly that part of your advertised artiele intended as its priDcipal selling argu- 
ment. Prepared and plaeeil bv Otto J. Koeh Aitvertislng Co.. Milwaukee, Wis. 
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Gradually, as people became more exacting in their 
requirements, demanding that a shoe should conform to 
the outlines of the foot and have an appearance of neat- 
ness, there was introduced into the shoe business the 
element of selection, and at this point scientific adver- 
tising became necessary. 

The selling was a matter of style and quality, and 
this style and quality demanded an explanation — an 
explanatory advertisement. 

The same rules hold true throughout the entire world 
of merchandise. As soon as some one produces an article 
of superior quality it becomes necessary to acquaint the 
public with this superiority. Showing a sample is a 
positive method, but it is generally too expensive, and 
widespread advertising becomes necessary in order to 
economize in the matter of making sales. 

This leads naturally to another vital point in adver 
tising, the economy in its use. 

A proper estimate of the possibilities and value of 
advertising is an absolute requirement in order that 
the advertiser mav work in harmonv with the laws of 
merchandising. 

Advertising is an expression of a thought, and there- 
fore it is just as necessary that the advertiser must hold 
the proper thought toward the work he is doing as it is 
that the public shall correctly understand its purpose. 

There are times in the early experience of a business 
^iien the advertising must bear an unjust burden of cost. 
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That is, the percentage of advertising expense is 
entirely out of proportion to the amount of the sales. 

Tlie greatest test of a locomotive is that of starting 
the train — getting under way. After the train is started 
it requires about one-half the power to keep it moving, 
and the extra power is therefore devoted to the develop- 
ment of greater speed. 

Possibly there is no other object lesson which so 

clearly indicates the power, the requirements of adver- 
tising, as does the train of cars. 

After getting the train under headway it can be kept 
moving at a slow speed with a comparatively small 
amount of power, and that is exactly what a great many 
business concerns are doing everv dav. 

Tliey have their business started and so long as it is 
moving seera to be satisfied. 

The following -suggestions are addressed to those mer- 
chants and manufacturers who desire to take advantage 
of their full opportunities, to make the most of all of the 
possibilities w^hich their capital and business afford. 



Consideration of the Business 

Before going into the details of advertising a con- 
sideration of the business itself is absolutely necessary. 

Every business is the result of thought. This thought 
may not emanate from one person. It may be a compo- 
site thought, the combined mental activity of many. The 
main thing in this connection to understand is that in 



We Propose This to You, 
Mrs. HouseAvif e 



Let ns bake the beang for a month of hot 
weather, then decide for yourself about going back 
to home baking. 

We have an army of excellent cooks here, and 
they have the best of facilitLes. Millions if folks 
consider tbeir beans the best that were ever baked. 

Let them soak the beans, boil them and bake 
them, and send them to you ready to serve. They'll 
be just as fresh— just as savory— as though they 
came direct from the oven. 

You can keep a dozen meals on the pantry 
shelf, ready to serve in a minute. Think what 
that means in August. 

These cooks of cure use only Michigan beans. 
And they pick out by hand just the whitest and 

plumpest— the finest beans grown. 



They bake in steam ovens, heated to 245 de- 



grees. They bake it 

foes through. Hon 
ol( so digestible. 
Yet the skins are d 
crisped. The beans cora< 
whole, because we don't 
And the tomato sauce 
giving a delicious zest. 



: broken, the beans are not 
ae out nut-like, mealy and 
t use dry heat, 
is baked into the beans. 



Telephone your grocer for a month's supply. 
These are the days of all days to have meals ready- 
cooked. 

When summer Is over, let your folks decide 
about going back to the old kind. They will never 
vote to chaage. 



Tha National Dith 



yan^mp's 



The National Dah 



Don't get the wrong brand, for there are no 
other beans like Van Camp's. Wepaytorour dry 
beans four times what some beans cost. We 
make our tomato sauce from whole, vine-ripened 



sells for. That makes a world of difference. 
This premier food, which is 84 per cent nutri- 
ment, should be served in the best way known. 
It is a very cheap (ood— an ideal food. Let y<)ur 
folks have (he kmd the)' prefer. 



i 20 cents per c, 



(79) 



Van Camp Packing Company 



Indianapolis, Ind. 



One of a scries of advertisements in one of the most successful food adver- 
tising campaigns ever conducted. Many strong arguments are brought out in this 
advertisement. Analyze it carefully and note the points brought out. Prepared and 
]ilaced by I^rd & Thomas, Chicago. 
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order for a business to be successful it must not only 
possess the right kind of mental activity, but that that 
activity must be harmonious. 

That this is a fact requiring no explanation is simple 
of proof because the absence of harmony is usually the 
destruction of any business enterprise. It is the house 
divided against itself that always fails. 

And now that we have established the fact that there 
is a certain mentality, either individual or composite, 
behind every business, it becomes necessary to make a 
careful analysis of the thought or idea back of the 
business. 

To explain: Many good, substantial concerns have 
gone on for years without the advantage of w^hat is popu- 
larly known as advertising. Their business was done 
entirely through salesmen and by samples. They were 
successful and satisfied. 

But we vrill imagine that the manager of such a con- 
cern has been somewhat worried about this question of 
advertising. He has observed his competitors making 
steady advance by the use of different foiins of pub- 
licity and after a time concludes to add advertising to his 
regular selling plan. We will say that he employs an 
advertising man, and for the purpose of elucidation w^e 
will assume that this advertising man has never fully 
understood the importance of the mental element in 
business. 

He commences to send out literature w^hich is unlike 
the concern. It does not express the thought which has 
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made that concern successful, and any business which 
such advertising develops is quite likely to prove unsatis- 
factory because it is secured upon a wrong basis. 

The correct method in such an instance would be to 
have the new advertising man make a most careful 
analysis and study of the forces which have developed 
the present business, because there must have been a 
certain degree of goodness in order that any success 
might be attained. 

He therefore should take into account the plans, 
methods and purpose of the business. 

It is not sufficient simply to explain the goods, because 
in these days of keen competition business is frequently 
lost or won largely on the basis of service, the sort of 
indefinite plus element which enters into the business 
equation and is quite as desirable and sought after as 
the goods themselves. 

Of course the advertising manager does not spend his 
time and knowledge in explaining the details of the man- 
agement. In fact, he says nothing about them, but if 
he is wise he will adapt his mannerisms and methods to 
conform to the mentalitv of those who direct the busi- 
ness. Thereby he will conserve and amplify the strength 
of the organization by preserving the unities. 

And now let us take a further forward step. We will 
assume that this concern is a wholesale house, that it 
has salesmen and that its advertising is intended to assist 
the salesman in his work. In this case the advertising 
itself is not intended to bring direct results, but its pur- 



\ 



A typical American Department Store double-page newspaper advertisement, 
which means to the advertiser an investment of thousands of dollars, every line of 
which is calculated to l)ring direct returns. This advertisement is a market place 
for practically everything necessar}* for daily use. See article on Department Store 



Advertising. 
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pose is to make it more easy for the salesmen to close 
business. 

And here again the personal equation is very strong^ 
because the salesman is the capstone and the work must 
be done to some extent in harmony with his methods. 

In some instances the advertising man is bigger than 
the sales manager, in which event he should be called 
advertising and sales manager, but generally the sales 
manager is equipped for his work. His technical knowI« 
edge of the goods and the trade are most frequently 
superior to that of the advertising man, in which case 
the advertising man will do well to make his work dove- 
tail into the plans of the sales manager. 



Necessity of Team Work 

Every successful business which is more complex than 
the example of the farmer selling seed wheat demands 
that all of the constituent forces of the business har- 
monize — i. e., team work. 

If the business is to go forward it must go as a unit* 
Bill, Tom and Jim are cog-wheels in the machine. They 
are mighty important and the business cannot get along 
without them, but whenever a cog-wheel or an individual 
in a business believes that he is the business or that the 
business could not get along without him, he thereby 
reduces his measure of value to the business. 

And this is just as true of a business owned by a 
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single individual as it is in connection with a partnership 
or stock company. 

It is well for the advertising man to get this point 
clearly into his consciousness because he thereby will 
bring to bear on possible customers the force of the 
organization rather than the influence of some individual 
in the organization. 

Buyers like to deal with individuals. That is, after 
they have made up their minds to patronize a certain 
institution they prefer to direct their orders through a 
<5ertain channel, and when this is done it proves conclu- 
sively that the business lacks that element of organiza- 
tion and completeness which is a necessity and require- 
ment for best results. 

The advertising man, or the member of the concern 
doing this work, will therefore serve best by laying aside 
his personality and undertaking to reflect in great meas- 
ure and with clearness the thought and purpose which 
dominate the concern. Fortunately business goodness 
and success are becoming more and more sjTiomTnous, 
and therefore the necessity of selecting an advertising 
mouthpiece and business spokesman who is not only able 
to give expression to his thought but is also of sufficient 
breadth of character to comprehend and fairly to reflect the 
l)usiness in its highest and best light. 

In other words, the advertising man must be as big 
AS the business, at least in thought. 

He must see the business as a composite whole. He 
must disassociate his own personality from his work in 



Good Form 

is one of the shining virtues of Studebaker elec- 
trics and they appeal necessarily to people of 
taste and culture. Good fonn is fully as desir- 
able in one's vehicles as in one's clothes, for by 
the character of your possessions you are judged 
by your associates and the onlooking world. 




TeL Harrison 4785 



378-388 Wabash Avff. 



Excellent oxainplo of refined newspaper advertising. Xoto also the quality of 
the copy. Not much said, but it sets the reader thinking. P^'epared and placed by 
Witt K. Cochrane, Chicago. 
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order that he may properly reflect the goodness of the 
institution served. 

Because, in the final analysis, that business will suc- 
ceed or fail, not by what the advertising man tells about 
it, but on the basis of what it really is. 

Tip to this point we have considered advertising largely 
from the viewpoint of the firm using it. The next step 
will make the inquiry more concrete, to center the atten- 
tion on a single article or class of articles. 

As before stated, it requires greater ability to adver- 
tise goods than it does to sell them. The accomplish- 
ment of manufacture is entirelv within the limitations 
of mechanics. 

To build an engine, the builder is dealing with iron, 
steel, copper, valves, pistons and other parts of the 
machine. 

These iiarts are absolute and when once invented 
their multij^lication goes on or forward indefinitely. 

Of course great skill is required in drafting and plan- 
ning, but this work is done entirelv within the realm of 
materiality. It is a product requiring intelligence and 
skill, but still the master mechanic or inventor is dealing 
with known quantities. 

And now we will assume that the engine is one of 
unusual value, that it possesses points of excellence of 
a superior quality. 

But that engine in the factory is not a success even 
though ever}' part is correctly adjusted and every bear- 
ing is in perfect working order. It is not a success as 
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a business enterprise until its points of excellence are 
made knowTi and acknowledged by a purchaser and right 
at this point the battle begins. 

It matters little how good the engine may be, or what 
advantages it possesses over the ordinary type, the first 
line of contact is mental, and in order to make the ex- 
amjole more clear, let us assume that we are trying to 
sell this engine to a manufacturer who is beset by'sales- 
' men from all directions offering to sell their engines 
which perform the same work. 

Let us assume that our engine is superior, that it 
possesses good talking points, that it is susceptible of 
demonstration, and that in its favor there is economy 
and ease of operation. Still the man who starts out to 
sell that engine has a mighty task. 

The blundering salesman will pay little attention to 
the prejudice of buyers. He will ride rough shod over 
the convictions of his possible customer, and frequently 
engage him in a heated argument which defeats the very 
purpose of his efforts, a sale. 

The skillful salesman understands that he has preju- 
dice to overcome. He takes into account the fact that 
it is frequently hard to secure confidence in a new thing. 
Of course the salesman is conscious of the superiority of 
his engine, but in order to transmit this consciousness to 
the buyer it requires a degree of ability, patience, candor, 
sagacity and business poise, which are absolutely neces- 
sary in order that a good engine may receive just 
appreciation. 
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In other words, there is no good in unknown good^ 
and in order to bring the goodness to the consciousness 
of the buyer it is necessary to deal with the mental prob- 
lem and the mechanical, whereas in the construction of 
the engine alone the mechanical part. is the only part. 

The good salesman therefore must supplement his- 
knowledge of mechanics with his knowledge of men^s 
minds, and in order to consummate the sale must make 
the two harmonize, overcome prejudice and establish 
confidence. 



The Advertising Man 

And now we will bring the advertising man into the 
arena of our consideration, who must comprehend the 
mechanical side of the engine. He must also understand 
the selling end of the business. 

A man who must be able to explain in words and 
pictures the mechanical side, and by argument overcome 
the existing prejudice in the minds of buyers. 

He must make a new market. 

He does not of necessity have to be an engineer, but 
he must be able to talk engineers' talk intelligently. He 
must get his information from the man who made the 
enjj^ine. If he does not understand the engine he cannot 
write about it, and the sure test of his understanding is 
whether or not the reader can form a proper conception 
of the engine by reason of the explanation made. 



Details of constmction, when clearly 
depicted, appeal to the housewife wlio has 
to use the range. The iUustrations tell 
tlie story ao completely that the type mat- 
ter BoetiiK almost unnecessary. 'Iliis c^ipy 
iippenred in the leading women's publica 
tions. Designed and placed by H. W, 
Kaator & Sons Advertising Co., Chicago, 
Ht. Louis and Kansas City. 
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And more than this, he must not only comprehend the 
engine to be sold, but he must be familiar with other 
engines of a similar type with w^hieh it comes into 
competition. 

Still more, he must possess the ability of making his 
talk clear, easily understood. Very few people will study 
advertisements. At best they will only give them a 
liasty glance, and therefore the terms must be clear, 
distinct, positive, easily understood, and if they lack 
these elements the whole advertising effort is neutralized, 
a failure. 

4 

Gradually it may have come to the consciousness of 
the reader that the man who is to do the advertising for 
an institution is an important factor. Tliis conclusion is 
correct. 

It is not an easy task to select the advertising man. 
His functions are generally but imperfectly understood, 
and for this reason his work is quite frequently unsatis- 
factory, both to himself and to his employers. 

Gradually there has grown up a kind of salesman- 
advertising man who is often one of the strongest mem- 
bers of the selling organization. 

He knows what the selling force is trying to accom- 
plish and is able by his experience and knowledge of the 
business to dove-tail good advertising into the selling 
problem. 

Economy in connection with the advertising man is 
a mistake. Quite frequently, however, he is employed 



The headin;; and illustrations clevprlv unite to tell tlie stor\' in an attractive 
nner. Onlv a brief argument is retjuired to impress the reader tliat tbe gift of 
a player- piano to the home would be a fine thinjr. The balance of the ad is devoted 
to evehisive points of merit of the advertised pinyer-piano, and urging the reader 
to write for their booklet. Magazines, Mahin Advertising Co., Cliicago. 
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because he is cheap, and in this manner he becomes one 
of the most expensive employes. The proportion of 
poorly constructed ads and the waste of printed matter 
is but a small part of his unnecessary expense. 

The great and fundamental trouble lies in the fact 
that he is occupjang a position which another man might 
fill with profit to the concern. In other words, the firm 
is losing an asset and thereby failing to get its proper 
share of business. 

It is because an imperfect and impracticable adver- 
tising man reduces the chance for making profits that 
he is an extremely expensive member of the selling 
organization. 

A great deal of stress has been laid on the advertising 
man^s ability to use proper English. This is, of course, 
an important feature, but its importance is quite fre- 
quently overestimated. Words are simply the vehicles 
of thought and some men use certain expressions, while 
others use phraseology of a different character, while both 
of them may be able adequately to express their thought. 

Tlie individuality of the writer is the only proper 
limit to place on his work. He cannot, of necessity, make 
his style conform with that of any other writer, and 
when he does the result is disastrous. He is neither able 
to put out a style of his own, which is commendable, nor 
properly to imitate some one else, and the result is a 
composite hodgepodge — simply a mess which lacks char- 
acter and force and is therefore of little value. 
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Preparation of Advertising 

In order to write advertising the man charged with 
this responsibilit)^ must first fill himself full of his sub- 
ject. He must understand it from every possible angle. 
He must be so full that he can hardly keep from talking 
or writing on the subject, and then he must possess, 
either by reason of natural aptitude or by training, ability 
to put this information simply and earnestly on paper. 

Large words as a rule are not good vehicles of thought. 
Short words cut deepest, and wherever they can be used 
to good advantage they make the most lasting impres- 
sion. As a general rule it is more difficult to use simple, 
ordinary words than large ones, because the person who 
employs small words must o^ necessity make his meaning 
clear, whereas the person who uses many high-sounding 
and meaningless expressions is seldom criticised, because 
the reader soon gives up the task of endeavoring to find 
what it is all about, and the writer is therefore absolved 
from any responsibility. In fact, the meaning is more 
completely and adequately rc^vealed by the use of small, 
short words which everyone understands, whereas the 
introduction of words which are seldom employed in 
ordinary English has a tendency to mystify the reader,, 
^nd are seldom justified in good advertising. 

In preparing advertising on technical, mechanical and 
other subjects, there are a few fundamental principles 
v\^hich are well worthy of careful primary consideration. 

In the firat place, people never buy machines because 



The strength of this advertisement is in showing, as it does, the name of the 
article advertised, in a striking name-plate at the top, and displaying the article 
advertised, in an attractive cut, to the best possible advantage. Prepared and placed 
by the George Batten Co., New York. 
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they want more machines. They simply buy machines 
in order that they mav have a device or mechanism for 
perforaiing some certain operation', doing some specific 
thing. The thing to be accomplished is the subject of 
this kind of advertising, and not the machine. 

It therefore logically follows that the greater part of 
the energy should be directed to explaining exactly what 
the machine will accomplish, whereas a great deal of this 
kind of advertising is lumbered up with tedious techni- 
calities which in no manner assist the reader in deter- 
mining the usefulness of the device or machine. 

How^ever, this rule is subject to some exceptions. In 
some instances it may be necessary to explain the work- 
ing and detail of a machine in order to prove some cer- 
tain claim. This is made necessary by reason of another 
fundamental principle in advertising, and that is that no 
claim for anything offered for sale by an advertisement 
should be made which cannot be readily believed by the 
reader. 

Practical and experienced advertising men not infre- 
quently underestimate the claims for certain products or 
machines because they have learned by long experience 
that if thev told the full truth about the article thev 
would not be believed, and therefore in order that the 
reader mav agree with the claims made thev are often 
placed somewhat below their full possibilities. 

It is in accordance with this line of reasoning that it 
sometimes becomes necessary to explain in detail exactly ' 
how the machine performs a certain function in order 
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that the reader may believe this statement. This, how- 
ever, is unnecessary except as a requirement to establish 
belief. 

By far the better method is. simply to make this state- 
ment as to what the machine or device will accomplish 
and fortify the statement with adequate proof, thus avoid- 
ing the necessity of detracting from the strength of the 
advertisement by lumbering up the announcement with 
tedious technical details. 

Of course, it ought to be understood that all technical 
advertising should employ the technical language of the 
trade or business served. This is a natural requirement. 
If it is an electrical apparatus, there is no better way to 
express its quality and value than in ohms and amperes, 
and so on through the list of different trades and classifi- 
cations of articles offered. 

At this point it is well to take up the question of 
selling reasons. This, beyond doubt, is one of the most 
important problems which the advertising man must solve. 

In order to illustrate this point, we will assume that 
a certain machine possesses all the qualifications of other 
machines of its kind, except in one particular. It should 
l)e underetood that this one particular is an important 
feature of the machine. 

Therefore it l)ecomes unnecessary to go into details 
of all of the work which this machine will perform. It. 
is only fair to assume that the reader's general knowledge 
of these machines is such as to justify the belief that he 
will accept the general statements regarding the working 



An unusual advertisement typograpliically, wliich attracts bv its unique dis- 
play. 1'ext of the matter empliasizes the value of tlie telephone as a daily commodity. 
I^repared and placed by the Howard Advertising Agency, Chicago. 
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of the machine which is offered, but the particular stress 
of the advertisement should be focused on the feature 
which this machine possesses to the exclusion of all others. 

This is the feature which should be illustrated and 
enlarged upon. 

It not infrequently occurs that the particular feature 
of superiority in a machine is but a small part of the 
whole, and in illustrating the machine it is important to 
show the distinction or difference between one machine 
and another. 

In this case, it is well to overdraw the part of impor- 
tance, make it large and distinct, and bring out in careful 
detail the points of superiority. Frequently a hand point- 
ing to this particular point assists the eye in locating the 
difference, and the text matter naturally carries out the 
thought. 

In cases where it is necessary to advertise an article 
which has a new and different use, the rules above stated 
do not apply. 

Here we have an entirely new set of thoughts and 
motives with which to deal. 

In this case we must first educate the possible buyer 
to the advantage of doing something in an entirely differ- 
ent way. He will not be interested in the machine at all 
until you have first built up in his consciousness a belief 
in your method, and therefore by far the larger portion 
ot the advertising must be devoted to this portion of the 
work, and then only sufficient talk is necessary regarding 



REQUIREMENTS OF GOOD ADVERTISING 45 

the machine itself to prove that it will accomplish the 
results previously stated. 



Illustration 

The illustrating of machinery or other articles for sale 
is an important feature and one which is worthy of the 
most painstaking and thoughtful attention. 

Pictures speak quicker than words, they speak in all 
languages; but just because they do speak quicker and in 
all languages is a good reason why the pictures should be 
true — honest pictures. 

Many an advertising campaign has been ruined because 
the artist overdrew the article advertised. Possiblv this 
was not done intentionally, but it is a feature of illustrat- 
ing which will bear careful weighing. You can no more 
afford to mislead the reader with a picture which does not 
truthfully express the article than you can by the use of 
misleading text matter. 

In making illustrations it is always best, when pos- 
sible, to show the article in use. This is sometimes not 
within the range of possibility, but a little thought and 
attention to the subject will frequently result in obtain- 
ing pictures which will })e artistic and expressive of the 
usefulness of the article. 

The employment of female models has been overdone, 
and the time has now come when the use of jn-etty girls' 
pictm*es in connection with an article is not sufficient 
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Foraible, atti active street ear advertisement, (iood copy, t<?lling of merit and 
strength. Guarantees the goods advertised. l*repared and placed by The Long- 
Critchfield Corporation, Chicago. 
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guarantee of its usefulness and benefit to justify its pur- 
chase. However, female models can be used in some kinds 
of illustration simply as feature work, a sort of an embel- 
lishment, and when carefully handled add greatly to the 
attractiveness of the entire ad. 

The best combination, however, is to put the model at 
work, make her do something with the article or product 
to be advertised, and if she has a faculty of doing this 
in a pleasing manner, the advertisement will thereby be 
improved. 



Display 

A word may properly be said reigarding the general 
make-up of an advertisement. 

As a rule, the eye will read caps and lower case much 
more easily than all caps, and therefore, where the text 
matter covers a number of paragraphs, it is always wise 
to use upper and lower case letters. 

Short paragraphs have a tendency of breaking up the 
brick-house appearance of an advertisement and making 
it more easily assimilated. 

It is a mistake to have too many headings on your 
advertisement. One advertisement on a thought is quite 
enough, and that thought can be perfectly stated in the 
heading. 

It is always well to write the heading after you 
have written the advertisement. The advertisement itself 
should suggest the heading. 

A word regarding the best methods of securing the 
assistance of printers is in order. There are but few 



Sample copy ami idea used in one of the 
strongest advertising campaigns now before 
the public. Heproduc-ed from one column. 
Saturday Evening Post. Photograph from 
life. H. W. Kasfor & Sons Advertising Co., 
Chicago, St. Louis and Kansas City. 
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advertising men who sufficiently underatand the arrange- 
ment of types, borders, etc., in order to qualify them to 
give explicit instructions to the printer. If the writer 
knows enough about type to be able to decide this matter, 
it is all right to give the printer definite instructions on 
the subject, but, as is more frequently the case, it is 
quite as well to allow the printer considerable latitude 
in this matter, and in so doing the results will be more 
satisfactory. 

The printer will immediately recognize a man who is 
trying to dictate the job without proper comprehension 
of its requirements. The advertising man who at first 
confesses his inability to lay the matter out to the best 
advantage and expresses his desire to secure the coopera- 
tion and assistance of a good printer, in order that the 
results may prove satisfactory, will get the best service. 

Ten years' experience in this work justifies me in say- 
ing that printers are just a little sensitive, and more than 
ten years in securing results from printers convince me 
that it is always best to work along the lines of least 
resistance. Give the printer credit for knowing a good 
deal about his own business, and he in turn will assist 
you materially. 



How to ^'Go At" the Reader 

In considering the methods of approach in advertising, 
it is well to understand that there are two broad divisions, 



One (if a series of attractive ail vert i seme nts which apiieared in Chicago and 
eastern newepapere, advortisiug tlie Brussels International Kxposition. 'riiia nhows 
the treinendoiis scope of newspaper advcrtisinj:. Prepared and placed h\ the 
Dorland Advertising Agency, Atlantic City, N. J. 
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as follows: The first is the selling of goods to another, 
who in turn sells to the consumer. The second is the sell- 
ing of goods to the person who is to make use of them. 

It will be readily seen that as these two departments 
of selling are dissimilar, each of them must be handled in 
a different manner. Of com^se, the advertising talk in 
general pertains to the usefulness and value of the article 
talked about, but you employ different language when you 
speak to the dealer from that employed in addressing the 
consumer. 

The interest which the dealer takes in vour merchan- 
disc is founded primarily upon its being a means by which 
he can secure a profit. This does not mean that he is at 
all unmindful of the interest of his customers, but he is 
naturally concerned regarding his own affairs, and views 
your article from this standpoint. 

In doing so he has the following problems before him: 

First, will the article satisfy the customer; and, second, 
will it yield him a fair margin of profit ? He can not afford 
to sell an article which is likely to cause friction between 
his store and the customer, and therefore, in justice to 
himself, he is bound to inquire regarding the quality, but 
his inquiry stops at the point where the customer buys 
and is satisfied, whereas, under the second classification, 
the advertising goes a step further and shows the buyer 
not only that he is going to be immediately satisfied 
with the artMe, but that it possesses a merit which no 
other article epjoys, and frequently is more lasting and 
permanent. 
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It is, therefore, necessarj^ in the first classification to 
consider the dealer as the customer, and to consider the 
article from every viewpoint of the dealer. 

The second classification, as has been noted, refers 
largely to the matter of usefulness, convenience, ease of 
operation, or, if a luxury, its comfort, or, if purely orna- 
mental, its character and the standing which it reflects 
to its owner. 

This second division is much more important because 
it has been well said that goods sold the dealer are only 
half sold, and therefore it is necessary that the adver- 
tising to the consumer be such as will enable the con- 
sumer to buy intelligently and with a lasting degree of 
satisfaction. 

Every article which is sold, either through the mails 
or through the medium of a store, is selected on accoimt 
of one particular feature which it possesses. Sometimes 
this feature is only that of cheapness, in which case it is 
an ordinary article which can be bought in any shop, and 
the particular reason it is being presented is on account 
of the low price at which it is offered. 

This, however, is not considered high-class advertising. 
It has been said that it requires salesmanship to sell 
goods at a profit, and any one can move goods at a 
sacrifice sale. 

Aside from the article sold simply on its price, there 
are manv different elements worthv of consideration in 
presenting the article in an advertisement, but there 
should be one primary fact which should be pushed to 



Madam, There's No Need 
of Soggy SzJt 



No need of pounding, shaking and 
poking to get salt from a shaker. 

Shaker Salt always flows freely, no 
matter how damp the weather. 

It flows as the salt flows at fine cafes, 
where Shaker Salt is always used. You 
may as well have the same salt. 

Not Only That 

Shaker Salt is pure salt — with the 
gypsum removed from it. 

All other table salt contains gypsum, 
and gypsum is plaster of Paris. It is 
the basis of gravel and gall stones — ■ 
the basis of lumps that clog the liver, 
kidneys and spleen. 

We are sole owners of the only 




process invented for removing the 
gypsum from salt. 

Protected Salt 

Shaker Salt comes in a wood fibre 
box, coated with paraffine. Thus we 
protect it from dampness, odors and 
dirt — from all the contaminations which 
get into bag salt. 

Shaker is exceedingly fine. It is 
the saltiest, daintiest, purest table salt 
you ever saw. Yet it costs but 10 cents 
per year more than soggy, coarse, im- 
pure salt. 

You can get Shaker at any good 
grocery if you insist on it. Price (east 
of the Rockies), 10 cents per box. 
Please try it. 

THE DIAMOND CRYSTAL SALT CO. 

St. Clair, Mich. 



Note tlie simple attractiveness of this illustration, and its relation to the text. 
A one-minute lecture in salt. Not much said, but enough to interest you in the 
subject. Prepared and placed by Lord & Thomas, Chicago. 
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the front. If it is a shoe, it may be the question of its 
style and shapeliness, or it may be a question of ease and 
comfort. Of course, theoretically, it would be desirable 
to combine style and shapeliness with ease and comfort, 
but as a matter of practical experience it has been found 
that by endeavoring to combine two prominent features 
in a single article one factor neutralizes the other, and 
the result is nil. 

Therefore, if a shoe is to be advertised on account of 
its style and shapeliness, it is well to keep that point well 
in mind, because the sale depends upon the advertiser's 
ability to make this point clear and attractive; whereas, 
if it is a matter of ease and comfort, the talk should be of 
an entirelv different character. In other words, before 
advertising any article, it is well to decide what point of 
the article you propose to feature, and then carry that 
thought throughout the advertisement. It is disastrous to 
endeavor to combine too many featm'es in a single article. 



View-Point 

Possibly there is no other subject more worthy of 
thoughtful consideration than that of view-point. This 
means the thought focus of the person reading the adver- 
tisement, and it is from this standpoint that it is safe to 
pass upon the merits of an advertisement. 

Thousands of dollars have been wasted in advertising 
because the man was simply telling about his goods as 
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Williams, Barker & Severn Com- 
pany of Chicago, 

Note the Prominence of the Pnbliflheni Whose 
pDUicstioiu An RepreaeDted in Ttia Great Salet 

The tlieon- on the part of small retail advertisers that department stores under- 
mine their husiness Ix^'ans^e of continuous and large displnjs is not correct. 'Die 
aljovc advertisement (one-third reduction) in New Yorlv papers pulled more replies 
than a full pafie the day previous. The last portion of this advertisement, which 
dooi' not appear in tiiis reproduction, consisted of a list of the books on sale and 
selling price. 
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he saw them, with little or no care or consideration as 
to how they looked from the standpoint of the possible 
buyer. 

The mechanic and inventor who has spent years in 
developing a certain principle has been struggling with 
the problems of chemistry, mechanics and other classifi- 
cations of material endeavor. His whole knowledge has 

been directed to producing a certain mechanical result, 

> 

or to making an improvement, which in effect is the same 
as the creation of a new machine or product. 

The advertising man is brought in contact with this 
inventor, and unless he is very guarded he will find him- 
self falling into the mannerisms and thought of the in- 
ventor. He will naturally use the expressions which the 
inventor furnishes, and as a result he wiU build up an 
advertisement or a mental picture of the article as the 
inventor sees it. 

This is absolutely a mistake. The inventor is of neces- 
sity a very important feature of the article, because he 
can explain its details, how it works and what it accom- 
plishes, and after the advertising man has this knowledge 
in mind he should as far as possible forget the inventor. 

He should then turn toward the person who is going 
to make use of this product. He should analyze that 
man's situation carefully. He should know the man him- 
self and understand the environment in which he lives. 
He should understand his position, his joys, his ambition, 
and then he can approach the machine with some compre- 
hension of the view-point of the possible buyer. 



"Repommendei] l)y the family plivBician" is a stroDfj pulling phrase in adver- 
tisinpr when it can be ueed lofritimBtely, Tlie artitle advertised should have the 
merit to go with it. Prepared and plared by tlie Massengalc Advertising Agency, 
Atlanta, Georgia. 
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This leads naturally to the condition of thought which 
the advertising man should ahvays maintain, which is best 
expressed by the words * ' open-mindedness. " 

It is not wise for the advertising man to allow hunself 
to become prejudiced in any manner. He, in fact, is the 
person who is investigating in behalf of the buyer, and 
although his salary is paid by the manufacturer or mer- 
chant, at the same time the value of his services rests 
almost entirely upon his ability to conserve the interests 
of the purchaser by seeing to it that he obtains full infor- 
mation regarding the goods offered for sale. 

He should be sure that the piu-chaser only secm^es 
goods which are for his benefit, as it is not considered 
good merchandising to sell goods which do not conserve 
the interests of the bu^'er. 

It will, therefore, be apparent that the open-minded 
advertising man is the one who can perform this service 
to the best advantage. 

Don't consider the buj'cr as a mass of humanity, but 
think of him as an individual. 

It will pay every advertiser to carefully study man- 
kind. There are but comparatively few j^ersons who fully 
comprehend a condition of things wliich do not affect 
themselves. The natural tendencv is to look in and not 
out. You need the benefit of broader experience than 
your own, and in order to test the selling force of your 
arguments it is well to try them out, if possible, on a few. 
This is comparatively easy, and is worthy of the effort. 

All advertising is largely a matter of averages. You 



What Is Bad Air 
Costing You? 

It is not only endangering the health of your children 
in school 

— But also cutting down the efficiency of your em- 
ployees in your office, store or shop. 
Dead air makes dead brains. 

Bad air — not drafts or wet feet — is causing most of the colds 
and sickness that keeps your employees at home — on your time. 
Bad air is increasing your pay roll and decreasing your profit. 
Get good, pure air. It is provided with 
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Ventilation, though necessary, 
doesn't take out the harm/al part 
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The Vohr destroys them. It It will prove the biggest kind 
ntalbei daad air. Cms out ihe of an investment for you, Mr. 
3o'clock ■■lei-down" in offices. Employer. 

L»t m mand mr reprttentalic* or 
■naif yoa a hooUtt itBing hotn Ihm 
Vohr makma good air otrt of bad air. 

Vohr Sales Company 

of Chicago 
Depl. C— 310 Fifth Ave. 
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This is an appeal to the Cliicago employer, taking advantage in tlie opening 
paragraph of reoont ne\vspa()er LOiiinicnt regarding bad air in schools. It is a terse, 
straight- from -the- shoulder statement of facts aimed to interest the man with little 
time to read. AVhile the use of w> heavy a border causea the light-fai* type to 
show up rather weak in C'ontrast, this apparent defect made this ad stand out first 
in prominence on the newspaper page in which it appeared. Mahin Advertising 
Co., Chicago. 
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can get business from a certain percentage of those who 
read your message. This percentage varies according to 
the character of the article advertised and the margin of 
profit, but in connection with every article there is a divid- 
ing line — profit on the one side and loss on the other. If 
you can find this point economically in a limited experi- 
ence, you will be able to i>roceed intelligently along lines 
which have been demonstrated. 

This is a very scientific part of advertising. Some 
advertisers have learned how to test out their campaigns 
before investing largely, and they are thereby able to 
achieve success where others fail. 

It always pays to proceed along lines of least resistance. 

Don't trv to sell what vou want to sell, but rather find 
out what people want to buy. Quite frequently it becomes 
necessary to conduct an educational campaign in order to 
create in the minds of people a desire which your article 
or service will gratify. 

It is not a bad idea to appreciate the fact that you are 
not going to satisfy every one. Some people are going to 
buy your goods and find fault, but do not permit this to 
disturb you after your plans are once made. This is one 
of the inevitable conditions of business, and must be met 
fairly and squarely. 

But do not disregard the kicks. Study them. Write 
letters and find out all the facts. It is a mighty bright 
business man who lets a disgruntled customer say his 

worst. 

Do not attempt to stifle him. Just let him pour out his 



A high-olflss specialty store advertisement 
witli price induc-ement. It must not be pre- 
sumed that price in an advertisement cheap- 
ens either the advertisement or advertiser. 
Without the price this advertisement would 
have been worthless. One-half reduction. 
Proof from Chicago Tribune. 
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wrath and criticism to the fullest extent. It will do you 
good. 

After a while you will begin classifying kicks, and 
then you will know how to improve your goods and service. 

Also study the man or woman who buys your goods 
and is well satisfied. Get them to write you letters about 
your goods. When you have sold an article your chances 
for getting good hints from satisfied purchasers are 
splendid. 

You w^ant inspiration for advertising? Read these 
good letters. You will get good ideas right off the bat of 
experience — ideas that might never come to you in any 
other way. 

Happy or disappointed, the buyer should be the source 
of your eternal study for the building of your advertising 
plans. The nearer you get to him the better will be your 
chance for success. The buver is vour boss. It is his 
money you are after, and you will make no profit out 
of him as a class unless you satisfy him in the majority 
of cases. 



The Advertisement 

To some minds we may have now arrived at the only 
one vital point. Vital assuredly, but far from the only 
one of impoi*tance. 

The advertisement is one link in the chain. It takes 
the goods and the buyer into the account and acts as an 
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Handkerchiefs 

Of Absolutely Pure Linen 

A very choice assortment, including many new designs. 

For Women; 

Plain Hemstitched, 124c. 25c, SOc and 7Sc. 
Embroidered and Lace'Trimmed, 25c,i50c. and 75c. 
Embroidered Initial in Old English, Block and 
Script letters, 25c, 50c and 75c each. 

For Men ; 

Plain Hemstitched, 25c, 50c and 7Sc. 
Embroidered Initial. 2Sc, 40c, 50c and 7Sc. 

In addition to tiie above we show a very beautiful assortment 
of Armenian Handkerchiefs, SOc and up; Real Valenciennes Lace. 
>1.00 arid up; Duchesse and Rose Point Lace, 81.50 and up 

James McCutcheon & Co. 

5th Ave. & 34th St, wi^^llU 



Care and discrotion must be exen iscd bv a si)ocialtv store advertiser to realize 
on Ills newspaper advertising, especially in a large city. This is done in the above 
advertisement. It is strong, clean and dignified, and should have bronglit results. 
A great many handkerchiefs must be sold in order to pay for this advertisement in 
New York newspapers. 
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introduction. It doesn't stick out and boldly call atten- 
tion to itself as an advertisement. It has a mission 
that is more important than calling attention to Its own 
worthiness. 

Some ads are so wonderfully and awfully made that 
all the attention is directed to their strange and fantastic 
selves, and not with any degree of sequence to the thing 
advertised. 

The secret of being well dressed is to keep the clothes 
themselves in the background and to intensify the charm 
and dignity of the wearer. A good advertisement per- 
forms the same mission toward the goods advertised. 

The history of advertising reveals the good ads as quite 
plain, very natural and decidedly suggestive. They mag- 
nify the excellence of the goods. This is a comforting 
thing for the plain, ungifted writer. With the right men- 
tal grasp on the situation, with a fair degree of ability, 
sensible expression, and some understanding of display, 
good advertising can be produced. Get into the proper 
mental atmosphere. There are just two things to keep 
in mind, the goods and the buyer. Write as you would 
talk. Small, common, everyday words. Words that don't 
have two meanings. Leave out all the adverbs and almost 
all the adjectives. 

The advertisement must be strong. It must produce 
desire and induce action. You can't do this unless you 
are filled with the subject, and if you don't more than 
half believe what you say, your advertisement will reflect 
that fact. 



apecuus— i en stnugDi 
Superfinos | Two foe 

F*^rl""foul« Best & Russell Co^ Chicago 

This copy and arrangement will he noticed by a connoisseur of cigars as well 
as the occasional smoker. Prepared and placed in newspapers by the Long-Critch- 
field Corporation, Chicago. 
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The first requirement of an advertisement is that it 
shall be seen. This is display. One feature for display 
is enough. When you have once attracted the reader to 
your ad, your talk should be so interesting and convincing 
as to hold the attention to the last period. 

The text should be easily read — ^more easily read, if 
possible, than the literary or news matter in the publi- 
cation. 

Position is a place of prominence in the page. It 
makes a small ad do the work of a large ad, because it is 
more prominent. Position costs an extra price, and is 
usually Avorth the difference. Its best emplojTnent is in 
connection with a small advertisement. 

Every ad should present a definite proposition. It 
should make a direct offer or suggest a definite action. 
Featuring a trade mark is a good thing, but every ad 
can usually include this element of strength with some 
other form of direct solicitation. 

The ad should not tell the whole story. Of course, 
this is apparently an impossibility, but you can tell too 
much in the ad. Leave some room for the imagination to 
supply the details. Curiosity is a strong advertising aid. 

**When in doubt, don't,'^ is an excellent rule to follow 
when writing ads. If a phrase, sentence or statement 
strikes you as questionable, scratch it out. You will lose 
nothing by so doing. Many a good ad has been mixed up 
with a lot of useless words. Cut them out. This will make 
the clear, plain thought stand out more definitely. 

After you have finished yom* ad, go and have it pub- 
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Class and exclusiveness 
are brouglit out in this 
newspaper advertisement. It 
is principally intended as an 
announcement or reminder 
to an established trade. One- 
half reduction. Proof from 
New York World. 
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Introduction of Style^ 
JVinter Season 1910-1911 




IMPORTER of MILLINERY 



^^5 ^^^S^^'nuc^ 

35ch and 36th St. 
INVITES YOUR INSPECTION OF 

Ao Exceptional Importation of 

New Paris Hats 

SPECIALLY DESIQNED 

For their private clientMe 

by the foremost Parisian Modistes 

and sliown, by arran^pement 

witli tliem, simultaneously in 

PARIS AND NEW YORK 

During tlie Pint Week ef October 



FOR IMMEDIATE WEAR 
A CHOICE COL1.ECTION OP 

Dress and Walking Hats 

OUR OWN EXCLUSIVE CREATIONS 



■♦— r- 



« 
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IntrddUctian of the 

Tapestry and Fur Sets 
Hat, Muff and Neckpiece 

Alto 

Tapestry Handbags 

THE LATEST PARISIAN NOUVEAUTE 



« 
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lished. Don't ask a lot of people how they **like if 
Let it be your statement. Let it represent your goods. 
Let it be personal, individual, different. Satisfy yourself 
and your chances of having a good ad will be greatly 
increased. 

Don't take too much advice. You will succeed on vour 
own judgment, and not on that of others. 



The Follow Up 

Human nature is not entirely like a sponge. It does 
not always absorb readily everything presented^ That is 
one of the reasons for a follow-up. The other is that quite 
often you can't afford to use enough newspaper or maga- 
zine space to tell your whole story. 

Accepting these two statements as true, it then be- 
comes apparent how^ necessary it is to have some form 
of literature to keep up the interest and to tell more about 
the goods to the interested people. 

The tactics of the first ad should be continued in the 
follow-up. It is an error to presume that because a person 
has answered an ad he is going to sit down and devote a 
great deal of time to studying an uninteresting account of 
the goods in a booklet. It takes just as much skill to plan 
and write follow-up literature as it does to write the orig- 
inal ad which brings the inquiry. 

No one can foretell, with exactness, just when the 
buyer will make his decision. For this reason, it is not 



I 



Christmas is Candytime 

Doa't let Christmaa paas withcmt havine a 
bos of eood candy in the bouse. Christmas 
without candy ian't Christmaa. Stop in on your 
way home today and get a pound — or five 
I>onnda — of 



Saint Hejlff 
CThocolates 



Or yon can phone your druggist or confectionery 
dealor and he will send you Belch's candies— be haa 
them or can easily get them. Insist that you get J&ufi( 
as these chocolates are country made in ideally clean 
kitchens and warranted pure. 

Saint Regis are fork dipped so that hands do not 
touch the centers. Flavors are real fruits — notice the 
real fruit taste. 80c. the pound. 

We also make Lady Betty chocolates and The 
Epicure Assortment. 

Ask your dealer what they are and get 
a box so you can see for yourself. 

Pul F. Beich Co., BlooniiigtM, IL 




One glance at this ad conveys the impression "High-class Candy for Christmas- 
time.'' The bonier and illustration are daintily worked out in the Cliristnias spirit. 
Mechanically this is a beautiful ad. Prepared and place*! in newspapers liy the 
Maliin Advertising Co., Chicago. 
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best to indicate in each one of the follow-up pieces that 
there are more to follow. Let each piece approach the 
subject from a different standpoint, include all the salient 
features and end with a climax — a direct proposition and 
the solicitation of an order. 

There are various fonns of follow-up. The following 
is a rather general plan, subject to variation, according 
to the needs of different campaigns: 

First, a well written fac-simile letter, addressed to the 
inquirer, calling attention to the booklet or catalogue, 
either enclosed or sent under separate cover. This letter 
can include some strong argument not touched upon in 
the ad and explain about sending the order and method 
of shipment. Don't try to crowd too much into the first 
letter, but be sure to dwell on the point that any further 
desired information will be cheerfully forthcoming upon 
request. 

The booklet should include an order blank and be well 
printed. It should be a complete statement of the claims 
of the advertiser, and illustrate not only the article, but 
should suggest the best methods of using it. There are 
many little suggestions which can be properly included 
in the booklet. 

At a stated time, from one week to six weeks, if no 
reply has been received, another follow-up piece should 
be sent. It is a mistake to refer to the fact that an order 
has not been received. This fact doesn't need to be 
touched on, as is often done. Don't scold because the 



REQUIREMENTS OF GOOD ADVERTISING 73 

order did not come, but just start in on a new tack. Take 
up a new feature and tell something interesting. 

Another personal letter is a good follow-up piece. The 
total number of pieces depends upon the article. From 
three to six can be used. Remember then vou are not 
always going to strike the customer in a receptive mood, 
and bear in mind that each piece should rivet the atten- 
tion and still further strengthen those that have gone 
before. 

Don't talk too much about ^Svanting your order/' but 
rather dwell upon the advantages to be obtained from the 
use of your goods. 



FILLING ORDERS AND MAKING FRIENDS 

And now we have an order. Is our work done, our 
plan accomplished? 

No, never. We have just begun real advertising. 

Bear in mind that it is onlv seldom that the direct 
results of an advertisement are profitable. A repeating 
order or orders for other articles in the line is the final 
goal of profit. 

This being the fact, how important it is that the first 
order shall be filled to the entire satisfaction of the 
customer. 

Just here we must call attention to a fact that is hardly 
in keeping with the title of this chapter, but can be stated 
at no better time than the present. 



AnnoTHicement to the trade in trade papers. Rich, artistic and effective. 



W. m. lAIKD 




Busy days these in t1 
Store; autumn's shoe 
has begun in earue 
never have we been be 
pared than now. 

Shoes for Men, Woi 
Children from the qu 
ventional to the ultr 
styles. 

ExtraordSna 
Showing 

$3.00, $3i0, 
$4.00 & $5.00 

models in 
Dults. 
Patents, 
Suedes, 
Velvets and« 
Cravenettes. 



Special sale "Armstrong's" $4 and $5 ^O Ck{\ * 
sample FaU Boots for «P^««7U Pifr 

Wo Mo LaBcpoD ©®u 




A popular-priced shoe advertisement coveriDg the sale of a large variety of 
shoes. This advertisement would have been more forceful if the fancy border had 
been eliminated, or if a heavy plain rule border had been used in its place. The 
light-face type does not add to the strength of the advertisement — it detracts. 
The same size Gothic or Cheltenham type would have been more noticeable. 
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The whole line, many different articles, can be listed 
in the booklet, while only on.e is mentioned in the adver- 
tisement. The inquiry brings the whole line to the atten- 
tion through the follow-up. Often the leader used in the 
ad is but small in price. The leader will do very well if 
it pays for the ad and the booklet enclosed with the pur- 
chase, and thus opens the way for additional business 
which can be conducted at a profit. 

There are some important things to bear in mind in 
filling orders. The first is promjjtness. Let the goods go 
the day the money is received, if possible. If any consid- 
erable delay is unavoidable, be sure to acknowledge the 
oTder at once and explain the delay, stating when the 
goods will be shipped. 

Don't forget to thank the customer. 

People doing business through the mails are often sus- 
picious. They take their money to the post office and 

send it to some one they never saw, and possibly never 
heard of before. Don't give them the first chance to con- 
firm their suspicions. 

The best written descriptions may not fully explain 
the goods, and after they are received the purchaser may 
be dissatisfied. Whether or not you have agreed to refund 
the monev in vour ad in case thev are dissatisfied with 
their purchase, it pays to do it. You can't afford to keep 
the money of dissatisfied people. 

Don't give up the money grudgingly. Do it cheerfully. 

Write a good, wholesome letter, and call attention to 
other articles which may please the buyer better. Don't 



«»»5 




Pendants 

Channitig de^gna of onr own creation 
worked out in diamonds — some all diamonds, 
many with diamonds set in combination 
with sapphires, nitnes and other pndoua 
stones, hung on delicate platinum chaiaa 
that are in Iweping with the dainty beauty of 
the jewel. 

There are also anumber of beautiful efiiecta 
with Orientel and American pearls as well aa 
the fascinating semi-predoua stones. 

The variety is endless — from the dm|^ 
ornaments suitable for daytime wear to qdeo- 
did jewels for the evening toilet 

It will give us pleasure to sbowyoa our 
stock whetiier you are planninga purchase or 
not An hour spent in our new store will 
prove extremely interesting. We suggest 
that visitors to Chicago make it a pcnntto pay 
us a visit 

Spaulding & Co. 

Qoklsmitha» SUversmitbs and Jewdexs 
Wrhigan. Avenue and Van Btirea Street 

CHICAQO mt 

Striking and artistic general newspaper advortiseraent. When this store nins 
"price" advertising it will be read more generally than the store tliat does no 
general advertising. One-third reduction. Proof from Chicago Evening Post. 
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admit that the goods were not as represented — unless 
there was some defect in the particular article — ^but make 
it plain that you want them satisfied. Nine chances out 
of ten you will sell something else and make a lifelong 
friend. 

Making friends means that your customer will call his 
neighbor's attention to your house. Splendid advertising. 
Furnish yom* customer an easy method for sending a list 
of such neighbors to whom you can send booklets. These 
names will cost you less than those obtained by general 
advertising. 

Remember that a mailing list is stock in trade, or, more 
correctly speaking, capital. 

Read the letters you receive from satisfied customers. 
What they say in favor of your goods is what you want 
to tell other people. 

No business is so delicate as that obtained by adver- 
tising. It requires tact in handling and is responsive to 
fair and liberal treatment. Most men and women are 
honest, and you can well afford to treat them on that 
basis. Once in a while you will get pinched, but the rec- 
ords of many successful mail order houses prove that the 
total loss is only a small fraction of the entire business. 



Advertising and Economy 



By some minds the place for advertising in the busi- 
ness world is not fully understood. The superficial rea- 



\ewspapcr hotel advertisement, sirong and effeflivc Tlic map tells the story 
of where to go during the northern winter seasons. 'I'ext and iilustrations are well 
balanced. One-half reduction. Prepared and placed by the Crockett Agency, 
New Orleans. Proof from the Chicago Record-Herald. 
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soning works this way: ^'Advertising can do no good 
unless the thing advertised is unusual — out of the ordi- 
nary. When the thing is a common, everyday article the 
public knows already what it wants, and sooner or later 
advertising of staple goods must be omitted, because it 
is a needless expense which the consumer must pay/' 

This is an imperfect view of improved business meth- 
ods and advertising. This great force, engaging the atten- 
tion of splendid minds and the investment of millions of 
dollars annually, is an economical principle of business 
made necessary and possible by its present improved 
methods. 

First, it saves time, and time is money. Shopping, 
especially with men, takes time that real business men 
or artisans can ill afford to spend. The modern method 
is to decide from reliable information, previously obtained, 
what you want to buy before going to the store or sending 
for goods by mail. The economical method for obtain- 
ing this information is by reading advertisements. True, 
some are false statements, but the public is getting more 
and more wisdom every day, and the advertisers more 
honest. More credence is given to advertising now than 
ever before, and this condition is bound to increase, be- 
cause it is the experience of business men that truthful 
advertising is the only kind that is permanently profitable. 

And then the economy in time — reading printed an- 
nouncements in preference to the tedious effort of search- 
ing through stocks of goods. The modern advertising is 
so good that a pretty accurate idea can be gained from 



Repro«luced from single column 
newspaper advertisement. Prepared 
anil placed by The Nichols-Finu Ad- 
veiiising To., Chicago, 
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the printed advertisement. This has been brought about 
by a development of the reading public — ^its discrimina- 
tion and ability to grasp the meaning of advertisements, 
as well as by reason of increased ability on the part of 
advertising writers to make their statements cleai* and 

easilv understood. 

«/ 

A man or woman may not read the advertisements 
knowingly; that is, he or she may not sit down and say, 
*'Now, I am going to read some advertisements, in order 
to know where to buy my supplies," but the advertise- 
ments are absorbed almost without their knowledge. The 
advertising story gets in their minds and they are influ- 
enced thereby, and thus the result is accomplished. 

*^The added cost to the goods?" Oh, yes. Well, there 
is no added cost. The merchant using good advertising 
can do business on the smallest profit because the great 
majority come to his store with a settled idea as to what 
they want. They can be served in a quarter of the time 
required for those just '* looking around" trying to find 
what they want. Less help, less trouble, and more business 
on the same capital reduce the expense of doing business, 
thereby reducing the cost of the goods. It is economy for 

the merchant and for the buver. The ''don't advertise" 

%> 

merchant must get larger profits because his volmne of 
business is less. 

Advertising is business necessity. It is the most eco- 
nomical method of distributing goods, and its place in the 
business world will be more firmlv established as it be- 
comes more honest and sensible. 
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48 Madison Street 

B«twMn St*t« and Wak«»b 



Unusual Values 

IN 

Tailored Suits 

We have gone on making Street 
Frocks without due regard to the 
size of our stock rooms, until now 
we find every rackgroajiing under 
its weight and each garment say- 
ing to its neighbor, **Move over 
and give me room to breathe.** 
And yet others are in work, being 
finished and knocking daily for 
admission. To relieve the sit- 
uation 

We have taken a number 
of SuitSy ranging in va lue 
up to $35, and offer them 

At $25 

Among them are both plain and 
pattern cloths; some serge, some 
broadcloth, zibeline and many mixed 
worsteds, than which nothing could 
be more st3'lisb or better made. 

The sketch shows a worsted in 
black and white in this offering 
>t $25. 



A good retail advertisement. Consistent and dignified copy, with appropriate 
illustration. Keproduced from Chicago Record-Herald proof. 
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I 

The Use of an Advertising Agency 

Some agencies offer to do things that are impracticable 
— impossible. Some are whited sepulchres — ^hmnbugs. 

Some are just brokers of space. They barter with the 
commission allowed by the publications, drive bargains as 
best they can with little knowledge and less concern re- 
garding the value of the space. Cutting rates is the height 
of their glory — the only inducement offered for business. 
This hasty estimate of good-for-nothing agencies must be 
taken for granted, as we desire to devote all our time to 
describing a good agency and the best methods for obtain- 
ing its full measure of usefulness. 

There are some things that a gooa agency cannot ac- 
complish. It cannot make a good proposition out of a 
poor one. Neither can it make profits for unbusinesslike 
people. 

Don't put your business up at auction or place it with 
the concern which will get up the most clever ads to cap- 
ture your order. Ads produced this way are only pro- 
duced with one purpose — to secure your business. Getting 
business for vou is a secondarv consideration. 

Ads should be the evolved climax of careful delibera- 
tion l)etween the agency and the customer. The customer 
must have at least some basis to start with, some plan, 
and the gumption to carry it forward. Tlie agency can 
usually make a better expression of this plan than the 
custcmor. The cooperation of each will produce better 
results than either can accomplish alone. 



One o£ several liunilred a(lverti:ie- 
ments uswl by this retail advertiser 
during the year. Good short talk. No 
waste of space. Proof from Chicago 
Tribune. 



DeMuth&Co. 

Here is a very special at- 
traction for women who 
aim to be well dressed on 
every occasion. 
Black velvet button shoes, with 
welt soles, in stylish comfortable 
shapes, made of selected ■mate- 
rials — a new lot just received 
from the factory— $3*00 



These shoea are the kind the 
particular woman likes to have 
in her wardrobe. At the price 
they are splendid value. On 
sale now. 

Hanan's shoes for mm 

tS.SO Itt tlO.00 

Honan't she*! for women 

tSJOO to iW.OO 

De Mutk's shoes for men anA v/omtn 

■ tS£0 to tSM 

CATALOGUE FREE 

Accomits opened with Ttqraiuible partja^ 



State and Jockaon Blvd. 
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The agency has observed a thousand campaigns to the 
customer's one. This observation and knowledge are a 
part of the agency service. They help in deciding the 
kind of media to use, the advertisement, the follow-up 
and questions of distribution. 

Never put the agency in a position where it is not able 
to express honest convictions. Don't ask the agency to 
work for you, but with you. And be sure that you are 
the final arbiter. As business is usually placed, an agency's 
net profits are about seven per cent of the total advertis- 
ing investment. Your interest being so much greater than 
that of the agency, you can't afford to let go the control. 
An investment of $1,000 will often earn you $5,000. This 
does not increase the profits of the agency, and should 
not. You take all the chances of success or failure, and 
therefore, as a good business man, should assume the 
responsibilit}^ and know^ what is being done all the time. 

The plan of ** letting the agency go ahead carte 
blanche" is foolish. Still, on subjects which its position 
makes it better able to judge, such as the class of mediums 
and cdpy, you will be wise to consider its recommendations 
thoughtfully. 

Every good agency manager will tell you that the best 
advertiser makes the best customer. This best advertiser 
means a man w^ho has something definite and the com'age 
of his convictions. 

Good advertising service is worth more than it costs. 
There is only a slight difference between success and fail- 
ure. A little saving of space, or a small improvement in 




Reduced from full-page majjazine advL-rtiacment in colors. Telle a great dea! 
about article advertist'd. (Two-thirds reduction.) Prepared and placed by Kramer 
ft Crnpsclt, Milwaukee. 
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the copy, will more than cover the difference between the 
cheapest agency and the best. The difference in agency 
price is too trifling to consider. Therefore, it is the wise 
advertiser who selects the agency which will not divide 
commission. The publications pay from ten to fifteen per 
cent commission to ageucies, varying according to their 
class. The fifteen per cent is no better commission to the 
agency than the ten, because it goes with a smaller total 
rate, and earns correspondingly less. 

The combined experience of many agencies has proven 
that one-third of the commission is eaten up by office and 
other details of expense. This expense has to be met by 
the advertiser himself, if he places his own business direct, 
so there can be no saving on this item. Thus it is the 
two-thirds of commission that the agency really gets for 
its service. 

When you accept a cut rate you reduce this two-thirds. 
Taking chances of getting good service by squeezing this 
two-thirds of the profits to the agenc.y is like defying the 
immutable laws of nature. 

Avoid the rate cutter. He is a dangerous man. 



The Right Estimate of Profit 

Whether the advertising is to sell goods direct tlu*ough 
the mails, or induce buying through dealers, the publicity 
value of all advertising should be considered its great 
advantage. 
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Tnie, there are exceptions. There are some campaigns 
which spend their force quickly, and whose advantage lies 
in their ability to produce direct orders at once. It is no 
discredit to their promoters to say that they represent the 
fly-by-night fiims; the position and standing of these ven- 
tures are dependent too much upon chance — or luck — to 
have thus far seciu'ed for them, as a class, any definite 
position in advertising history. The one thing that has 
been settled for them is the fact that their mission is 
short-lived and that no great national successes have been 
accomi)lished by the use of methods wherein the accumu- 
lative benefits of advertising could not be rightly consid- 
ered as a large part of its total value. 

Witli this estimate of profit, it is apparent that the 
advertiser must use his advertising to build up publicity. 
The immediate sale is absolutely essential, but the estab- 
lished reputation is the real asset of j^ublicity. Each year 
an increasing volume of business can be done with the 
same advertising investment, because the strength accu- 
mulates, gets more extensive as the firm or goods are 
better known. 

A single, first announcement of a certain thing makes 
but little imy^ression. The same space devoted to an ar- 
ticle already known brings to its aid all the past influence 
of previous publicity, and in that way makes more im- 
pression and increases its profit. Trade names, firms and 
brands, well advertised for years, have a value often far 
in excess of all the tangible assets of the concern. 

There is another element of advantage in connection 
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with established reputation based upon continued public- 
ity. The public mind has been taught to believe that the 
article which is continually advertised must have merit. 
*^That cocoa must be good, I see it advertised so much," 
is not an uncommon expression. 

The public is right. Unless the article possessed real 
merit it would riot repay continued advertising investment. 

To- prove this fact it is only necessary to inquii-e re- 
garding the merits of the best known advertised articles. 
They are not necessarily better than all otliei^, but they 
are good, and fully meet the requirements for which they 
are intended. 

In mail order advertising the proper estimates of 
profits include two items of more importance and value 
than the direct returns — reputation and names. 

Reputation the same as is possessed by any other con- 
cern, and names to which to send further announcements 
bj^ mail. 

Mail order houses should judge the value of an ad, not 
by the number of direct sales, but by the number of sales 
they can make of other articles besides the particular one 
advertised. 

And thus we find that to estimate profits correctly in 
advertising a broad view must be taken and a faith in the 
goods and their future must obtain. 

Better not enter the field unless you estimate the cost, 
know and have nerve. 

There is no more inviting field for brains and money. 
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but to occupy a favored position will require patience and 
lots of it. 

If you spend money liberally at first j^ou can make 
money. or go broke in a shorter length of time. 

There are the same risks that obtain in other business 
endeavor. 

No more, no less. 



Advertising as a Business 

To appreciate this work properly it is necessary to 
understand the relation of advertising to business. 

Advertising in its present form is a matter of but 
recent development. Its power is recognized universally 
and it has become an established feature in almost every 
business endeavor. 

Like all other developments, advertising has had to 
undergo the experimental stages. Its laws were but im- 
perfectly understood, and those who employed it did so 
with a large degree of uncertainty as to results. 

At the present time there are some who have mastered 
the laws of advertising, making its employment a science. 

Advertising includes the science of salesmanship. It 
affects business of every kind because it deteimines busi- 
ness profit. 

The person with a thorough knowledge of the funda- 
mental principles of advertising is in better position to 
prosecute any kind of business endeavor. The knowledge 
is applicable alike to the salesman, manager and promoter. 



BERKEY & GAY FURNITURE 
has for FIFTY YEARS represented 
the best in furniture making in America. 

/^UR period pieces are studied from masterpieces of 
^-' the age whence the styles originated. Had they been 
made in me olden days they would still be in service, and 
would be among the cherished possessions of the homes 
holding them. We have always neld quality above sales, 
worthiness above price. 

Our furniture is sold tbroug;h retail stores, where the assortment on 
the floor is supplemented by our remarkable portfolio of direct photo- 
eravures, ahowins; our entire lineof over 2,000 pieces, arranged in suites. 

It Stands the Test of Time 



To produce Berkc]' & Giy furniture 
requires more than the u*e of gfood mite- 
riml; it require* time, experience, 
paiieiKc.the tente of timeu, and the artistic 

Good furniture cannot be made in a 
hurry; that's nhjr luch an orfaoiiatioD a* 
ours, nith its immenie capacity, covering 
many acres of floor space, by far the largest 
in America, ii necessary; anything less must 
mean a sacrifice vx (he dlscriminatine care 
to which every piece of Berlcey & Gay furni- 
ture is aubmitted. 

Today, in practically eveiy city, you can 
see and buy Berliey & Gay furniture. 
Because of this ne believe you nill be glad 
to become familiar with our thought in its 
making. 



WE do not send you a catalogue; our 
furniture is not that sort. Rene Vin- 
cent, the famous French artist, ha« 
painted for us a series of pictures of Berbe) 
U Gay fumituse in real life. 



These we have used in a dc luxe hook, 
called "Character in Furniture," It tells of 
the romance and history of period furniture. 
It is a book; not a price list. In its way it is 
authoritative. It is an expen- 



lublici 



To 



ill be sent by 
return mail for 15 2-cent 
U.S. stamps. The edition is 
limited. Perhaps it will be 
best If you vrite tor it today. 



Berkey G? Gay Furniture Co. 

Canal Street, Grand Rapid*, Michifan 



Strengtli and almost grandeur is conveyed by the simple dignity of this ad. 
The border is sinij)le but strong; the illustration, of simple but massive design, 
and the story set forth in a plain, dignified manner that cannot fail to subtly 
impress the reader with tlie high character of the manufacturer and the solidity 
of the furniture. Trade papers and magazines. Mahin Advertising Co., Chicago. 
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It will thus be seeu that with this broad view of the 
subject a knowledge of advertising is of immense value 
to its possessor. If he desires to follow advertising as a 
business, it is an absolute necessity. If he desires to use 
the knowledge obtained in the management of his own or 
employer's business, he has a decided advantage over the 
person not thus instructed. 

Considering advertising solely as a business, it takes 
precedence over many professions because it takes into 
account all the necessities of mankind and makes use of 
every feature of commercial endeavor. 

A mastery of the principles of advertising and a tech- 
nical knowledge of the methods for its accomplishment 
wdll double the efficiency of its possessor. 

There has been much misleading infonnation on the 
subject of salaries as applied to advertising writing. There 
are always good openings for those qualified, but the pre- 
sumption that a person taking a few months' instruction 
wuU immediatolv be able to command an exorbitant salarv 
upon completion of the instruction is a fallacy. It requires 
as much proficiency to become an expert advertising man 
as it does to become a good doctor or lawyer. It is a 
w^ell-paid profession, one that quickens the best in a man. 
It is intensely fascinating, giving wildest scope to his cre- 
ative faculties. Those who have undertaken the work as 
a profession are inspired to the greatest eflfort and highest 
achievement. It is an exacting profession, demanding all 
his energy, and there are but few deserters from the ranks 
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of those fully qualified to hold good positions. It is the 
natural stepping stone to the highest positions in the 
commercial world. 

The rewards for trained service in this work are supe- 
rior to those in manv other avenues of usefulness, but the 
prospective student should understand that the best train- 
ing is but a foundation upon which he must erect his own 
structure of success. 

To the serious minded young man or woman with a 
desire to improve and forge ahead, willing to paj?- the 
price in work and energy, there is nothing more attractive 
than advertising. 



Advertising is a Mental Proposition 

Advertising has to do with every phase of human 
experience. It touches our lives at every angle, and 
therefore must be responsive and helpful. 

It is entirelv a mental work. All of the mechanical 
knowledge and understanding of salesmanship is valu- 
able, but the main problem of every advertising cam- 
paign is the necessity of understanding the mental process 
through which the buyer passes up to the point of making 
the sale. 

In order to talk in harmony with the thought of the 
audience, either by printed or oral word, it is necessary 
to understand the mentalitv of those whom we are ad- 
dressing. It is important that the talk shall not overreach 
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their mentality. A great editor has said that in all his 
work he has gauged his wTiting to fit the minds of the 
meanest. He found that this method made it easy for him 
to talk intelligently to the educated class, and that, in 
fact, there was no necessity for making any distinction. 
In other words, by making his talk simple and plain he 
was able to get into close contact with the consciousness 
of readers of all kinds, which, of course, is the primary 
reason for all advertising. 

When preparing an advertisement of any article you 
are painting a mental j)icture of that article. It mat be 
that the article is illustrated or onlv described bv text 
matter, but in anv event it is necessarv to make the 
thought so clear that he who reads not only may read but 
understand. 

Character is the foundation of all good advertising. 
No good advertising can be written by any one who has 
not schooled himself in the correct principles of thinking, 
and the next step is correct principles of expression. Cor- 
rect thinking and proper expression will solve every ad- 
vertising problem. The printing and the type and the 
cuts are only the vehicles for carrying this message, but 
the message itself is of far greater importance than the 
vehicle. 

The advertising man who is most in sympathy with 
the problems of his fellow man will produce the best 
advertising. He will see a picture of his fellow man 
which the unsA^npathetic person never understands, and 
on this account is able to touch the spring of action which 
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otherwise would remain dormant. This can never be 
accomplished by a mere jumble of words. 



.Salesmansliip and Advertising 

In the study of salesmanship we find that there are 
four steps necessary in order to consummate a sale : 

First, Attention. 

Second, Interest. 

Third, Desire. 

Fourth, Resolve to buy. 

Every sale demands that these four steps be taken, 
whether it is through the medium of a salesman or an 
advertisement. 

The first step, attracting attention, is secured by tlie 
display or the heading. The next point in the advertise- 
ment brings out something which will interest the buyer, 
hold his attention until he is led naturallv to the third 
point, which demands that as a result of the attention 
and interest, and by reason of the argument or explana- 
tions, there arises in the mind of the buyer a desire to 
possess the article. 

But the advertisement will fail if it does not possess 
the fourth requisite, resolve to buy. Mere admiration of 
an article is not of necessity a business-getting quality. 
There must be a time when the reader is so enthused over 
the value of the article that he is past the argumentative 
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point, and simpl}^ says in so many words, '*I want that 
article. ' ' 

Quite frequently it is impossible to attain this result 
in any one advertisement. The human mind is a funny 
affair. It is not susceptible of being bargained and sold, 
or pushed hither and thither at the caprice of advertise- 
ments. It needs coaxing and petting, and requires a great 
deal of explaining. 

Frequently the very manner of presentment is such 
as to characterize the article itself as having quality. 

A poorly constructed advertisement misrepresents a 
good article, and the chances of success are far great- 
er where the advertisement is clean cut, winning and 
attractive. 

There must be a wholesomeness about 'the advertise- 
ment which is refreshing, a candor and honesty which 
speaks out plainly without obtruding itself. 

These are decidedly mental qualities, which can be 
cultivated bv those w^ho take an earnest interest in 
advertising. 



Positive Advertising 

No statement made in an advertisement should be 
susceptible of two meanings. The facts should be stated 
forcefully and affirmatively. Much advertising effort is 
wasted because somehow the reader gets a feeling of 
doubt in his mind. This is attributable to two causes, 
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lack of proper analysis — mastery of the subject — and the 
absence of confidence in the proposition. 

Some writers build up a man of straw and then proceed 
to knock him down. They tell all the things the product 
or article won^t do, thereby introducing an element of 
doubt in the reader's mind. People do not buy goods 
because they won't do this or that, but because of some 
definite advantage. Let every word count on the positive 
side. 

Some people think that a smooth liar can write a 
plausible story. This is true up to a certain point, but 
there is a degree of confidence and enthusiasm and hearty 
human interest talk which no man can produce without 
intimate knowledge and the truth behind it. 

Enthusiasm is a hard thing to counterfeit, and there 
never was a good ad without it. 



Trade Marks and Reputations 

Some firms build reputations on quality, making goods 
better than the average. This is the highest type of 
business, and calls for advertising in harmony with the 
character of the product. 

Another firm equally reliable may bid for business on 
the basis of close prices, producing wares not quite as 
smooth as the other house. In this case the talk should 
feature price and utility. 



A ptrikinp advertirioineiit tvpograpliitally, wliidi shoivs bv a cleverly con- 
Btnicteil map the entire region traversed bv tlie boats of tbe company advertising. 
Text gives ooriiplete information on every point. Prepared and placed by the 
Howard Advertising Co., Chicago. 
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Advertising men seldom create selling conditions. They 
must make the best of each situation presented, and it is 
Tcry important that the advertising reflect the principle 
why the article should be purchased, and, more than this, 
it should be clothed in language in harmony with such talk. 

If it is an entirely quality matter, quality language 
must be used, whereas if it is serviceable and lasting a 
stronger and firmer kind of talk is necessary. 

Tlie general policy of the house is worthy of your 
consideration in all such matters, as the advertising should 
accurately reflect this policy. Everj^ advertisement which 
goes from your house should do two things. It should 
adequately advertise the article talked about and also add 
to the character of the house itself. 

In your anxiety to make a '* killing'' in some particular 
line, never allow yourself to make use of statements which, 
even though true, will detract from the character and 
standing of your concern. 

It is a mistake to think that buvers take a keen interest 
in the personality of manufacturers. However, it is best, 
in the explanation of the goods themselves, to reflect a 
very satisfactory light on the management, but it is always 
improper to make direct mention of the plans or purposes 
of tlie management itself. Tlie character of the concern 
can best be reflected by its methods of doing business, 
rather than bv direct reference to the concern itself, its 
aims, ambitions and other foolish statements which are 
fi'equenth'^ made use of. 
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The Advertising Appropriation 

All advertising should be considered as an investment 
and not as an expense. It is as much a necessity as the 
purchase of machinery for the factory or the buildings. 
It is a part of the selling expense, and therefore should 
be figured on the basis of a percentage of the total business. 

There is a rule which can be given to determine what 
this percentage should be. In cases where the article is 
a specialty and a large margin of profit is earned the 
percentage can easily be ten times as much as would be 
adequate in selling standard goods. From one to five per 
cent should cover the advertising expense of any business. 
This should be figured on the basis of the last year's sales. 

It should be well understood in this connection that 
advertising fulfills two functions. First, it protects and 
maintains the existing business, and, second, it secures 
new customers. 

Manifestly the percentage required to hold the old 
business is smaller than that needed to develop new, and 
analysis of this kind will assist in determining how much 
money to spend, and the appropriation can be divided 
between old customers and prospective buyers. 

The best advertising man never plunges. He recognizes 
the advertising factor as a business investment, and keeps 
it within certain limits. A steady business is more profit- 
able than one developed by jerks, and quite frequently 
the securing of a large amount of business at some one 
season of the year has a tendency to disorganize existing 
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arrangements, and quite frequently such business is not 
profitable on this account. 

It is the steady, every-day pull that pays best. There 
are, however, exceptions, and some business meteors have 
shot into the horizon and stirred up things wonderfully, 
btit by far the greater number of failures are from this 
class. 

An appropriation should provide for steady, natural 
growth, and arrangements laid for different campaigns 
long in advance. 



Short Advertisiiur Shots 



The man behind the advertisement determines its good- 
ness, and no ad is better than the man or woman behind 
the pencil. 

Goods are physical. Their sale is a mental transaction* 

Life is a procession. The thing of yesterday moves on 
— forever. The successful advertiser is always trimming 
his sails — making announcements up to the minute. 

Good advertising makes a market for to-day — ^a repu- 
tation for to-morrow. 

To the unsophisticated, life is one long succession of 
dreams and rude awakenings. To those governed by 
principle and knowledge, it is a smooth, steady march 
forward. 

Keep a stock of ads on hand in advance of your present 
needs. Have a few on the fire all the time. 
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You cannot earn dividends off j'^our competitor's adver- 
tising — or his mistakes. 

Get up steam and keep it up. Buyers will forget you 
in half the time it took them to find vou out if vou let the 
machine cool off. 

The fii*st requirement for writing an ad is to have a 
story worth telling. 

No man succeeds in ^business primarily because he 
advertises. Tlie first step is to have the business worth 
advertising. 

A dissatisfied customer costs more than the expense 
of getting him interested. 

Advertising a trade name is issuing an insurance policy 
on quality. 

Be sure your message is as big as the man you want 
to talk to. 

Never do anything in the usual way just because it 
is usual. 

Honesty, made use of because it is profitable, is 
dishonesty. 

If you want to get good, fresh, new ideas, change your 
fishing ground. Forget yesterday, think to-day. 

Everv dav is a clean sheet. The onlv troubles are 
those you drag over from yesterday. Drop them. 

The time to advertise is when you want business. The 
time to quit is when you are ready to step aside and give 
the other fellow a chance. 

Your advertising is you. 

If you are continually watching your competitor, you 
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mav overlook some might v good bets on vom* side of the 
fence. 

The dull season is a good time to look through your 
stock — of goods and ideas. 

Talk just as bravely as you like in youi* ads. You 
have a right to bark if you are telling the truth. 

The value of keeping your name before the public 
depends entirely on what your name stands for. 

Make your advertising a steadj" diet and not a banquet. 

If any other house could scratch out your name and 
substitute their signature to your ad, without reducing 
its value, it is proof positive that there is something wrong 
with the ad. 

When you pay two cents for a stamp be sure that the 
letter is worth the postage. 

Retail advertising is about ninety per cent a female 
proposition. 

Advertising is not a raft. Not something on which 
you can ride to success. It is the plus element of acti\'ity 
and strength — put in motion. 

The man who is too busy to advertise is busy just being 
busv. 

If you are really the '* greatest ever,'' there is no use 
telling about it. Somehow it will leak out. 

The man with the strongest and most valuable person- 
ality occupies his time talking about other people and 
things which pertain to his own business. 

Some people are so busy being original that they have 
no time to be anything else. 
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Never put any talk in your ads which you would not 

wish vour salesmen to use. 

•/ 

The cost of the article need have nothing whatever to 
do with the price. Tlie question is, **How much can I 
charge and at the same time have the customer entirely 
satisfied?" 

It is not the power you generate but the power you 
transmit that counts. 

Your ad should not be too good to be true. Shade it 
down to the point where people will believe it — even if 
you could speak more strongly within the limits of truth. 

Advertising may be considered as half the article and 
half the buver. The man who knows but one side is onlv 
half an advertiser. 

The ad which does not look like the business is a misfit. 

If you are a funny man you have a license to. use funny 
advertising. 

The selling talk of a good salesman is mighty good 
gospel for the advertising man. 

Advertising style that is natural is good. Striving for 
effect is neither good style nor good sense. 



PART II 



PREACHMENTS ON ADVERTISING 

By SETH brown 

[Publisher's Note. — The following are a few articles which Mr. Brown has 
published at (lifferent times, and are produced by his permission.] 

WHO PAYS FOB THE ADVEBTISINQ? 

There is no one answer to this question. 

Under some conditions the man who buys the goods 
pays for the advertising. 

Under others the dealer or manufacturer pays for 
the advertising. 

Before any sensible answer to this question can be 
made a word or two is proper in regard to the ordinary 
methods of doing business. 

Take up the matter from the standpoint of the manu- 
facturer, and we find that in making up his net cost he 
must include a number of items such as raw materials, 
labor cost, overhead charges, profit and selling expense. 

These are the ordinary items in manufacturing. 

107 
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And now a word about price. 

There is no uniform method of determining what the 
price of an article should be. The only rule which can 
be followed is to make a price which the buyer will be 
willing to pay and still be satisfied with his purchase. 

This whole subject hinges on one word, satisfaction. 

If the advertising misrepresents the article and induces 
the buyer to pay so much for the article that he is dissat- 
isfied after the purchase is made, manifestly the advertis- 
ing has not benefited the purchaser, and therefore it is the 
purchaser who pays for it in dissatisfaction. 

On the other hand, if the purchaser buys an article 
through advertising which proves to be exactly what he 
expected, and leaves him entirely satisfied with his pur- 
chase, the advertising has nothing to do with the price, 
but is a legitimate part of the general expense of produc- 
tion and distribution. 

As a matter of experience, it has been proven that 
goods can ])e manufactured and marketed cheaper by the 
use of advertising than in any other way, because adver- 
tising is the most economical method known for the 
distribution of goods. 

Of course, distribution is and must be a part of the 
expense of any aiticle, because any factory which produces 
goods and does not make some arrangement for bringing 
its product to the attention of buyers manifestly is not 
serving the public. 

Telling the public about the article, what it is good for 
and how to use it, is just as much a part of the value of 



A Btranger in Chicago who had seen this magazine advertisement would know 
where to go. Its appearance in any magazine is hound to attract. It satisfies the 
reader that every comfort can he had at this hotel, without any extravagant use of 
space. Prepared and placed by Lord & Thomas, Chicago. 
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the article itself as the iron or wood or mechanical work 
put into its manufacture. 

In fact, telling the goodness and merits of an article is 
the one thing which vitalizes the value of the product. 

Of course, if buyers are limited to only a few, the 
advertising could be done through personal salesmen. 

But where the article is one of general use and is in- 
tended for the thousands, this method becomes impossible 
and impractical. 

Therefore, the economical and satisfactory method for 
telling the public what the article is good for and how 
much usefulness it affords is done by advertising. 

Possibly the most valuable part of advertising, so far 
as the buyer is concerned, is due to the fact that he can 
buy knowingly and safely. 

That he can learn with whom he is doing business, and 
thereby hold some particular person accountable. 

This advantage is of unlimited value. It tends to 
increase the degree of satisfaction to the buyer, and that 
is in itself a large part of the value of any business 
transaction. 

Honest advertising is paid for out of the profits of the 
manufacturer, and the manufacturer who does not adver- 
tise must of necessity add a larger amount to cover cost 
of distribution, on account of reduced output. And for 
that reason he must increase his selling price. 
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A TALE TO DEALERS ABOUT ADVERTISED QOODS 

A good many dealers lose opportunities for making 

money through ignorance of advertising forces. 

It is very well to talk about ^^your store/' **your 
trade/' and ^^your customers." 

Your trade and customers arc only yours after you 
have done the business — ^not before. 

You want customers and can secure them economically 
by featuring goods which are extensively advertised. 

This is the reason. A national market requires national 
advertising. The manufacturer who is strong enough to 
advertise profitably must first solve a good many problems. 

The most important is right goods. 

Next comes right methods of advertising. 

When Mr. National Advertiser has mastered these two 
conditions he can produce certain definite results. 

His advertising will stamp the importance of his goods 
on the mentality of the buying public. 

Every succeeding ad makes the indentation a little 
deeper. 

Mr. Dealer, this is your asset, if you make the right 
use of your opportunity. 

If you talk about advertised goods in your local adver- 
tising, give them prominent display in your stores, and a 
kindly word from behind the counter, you will find that 
they can be sold more readily — with less expense — than 
goods of an unknown brand. 

But you may say: ^^My customers know me and I 
explain to them the value of the goods sold.'' 



112 LIBRARY OF ADVERTISING 

Your trade knows that you don't make the goods. 
They, of course, believe in your sincerity of purpose, be- 
cause you are an honest dealer, but why take upon your- 
self the unnecessary burden of guaranteeing something 

vou do not make? 

•/ 

Why not leave that part where it belongs — on the 
manufacturer ? 

You can find quite enough to do in assisting customers, 
understanding what is best for them, and in taking care 
of the hundred and one things which *' keeping store'' 
involves. 

You can just as well make an asset of the national 
advertising which is being done for goods in your line, 
and — 

Just a minute, Mr. Dealer. 

Lean down a little closer. I want to whisper a word 
in your ear. 

Chances are a little more than even that vou will serve 
your customei's better by so doing. 

Only the best goods can permanently stand the acid 
test of advertising. 

And right goods and decent service is the secret of 
your ultimate success. 

Think it over. 



CRITICISM— ITS VALUE 

Criticism is either an asset or a liability. 
It is never both. 
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It is either lielpful or ruinous, depending upon the 
thought which prompts it. 

When anyone tells you that someone else has criticized 
your work, ask, ^^What is his name?" 

Not so much to know the personality of the critic, l)ut 
that you may satisfy yourself as to the thought which 
prompted the criticism. 

If your critic refuses to disclose his identity, pay no 
attention to his mutterings. He is either a coward or a 
meddler. Probably both. 

Never listen to a critic who cannot suggest something 
to take the place of the thing he would tear down. 

The greater your measure of success the larger will be 
your portion of criticism. 

If you allow^ yourself to be turned aside by every wind 
that blows — criticisms of jealous, envious, do-nothing 
people — you will never get far ahead. 

If criticism comes from a reliable source, from a frieiid 
or a mind courageous enough to make itself known, stop, 
listen, ponder, analyze, reflect. 

Square up your plans according to your own ideals, 
but never obstruct your perspective by closing your eyes 
to the view-point of othera. 

Your chances for success depend upon your own 
qualifications and development. 

If you keep steering your course by a hundred other 
charts, you will only go round and round. 

There is danger in giving or taking too much advice. 

Nothing great was ever accomplished by a man who 
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allows criticism to distract his purpose or becloud his 
ideals. 

Blaze away! 

The man who can do himself and others the most good 
is the man who has learned to mind his own business. 



THE ADVEBTISINO VALUE OF SENTIMENT 

Every person who buys goods for his personal use, or 
for the use of some one in whom he is interested, is influ- 
enced by sentiment. 

That is, the influence cannot be reduced to a dollar- 
and-cent basis. 

Half the value of an article may be sentimental. A 
personal preference. 

The * * straight-from-the-shoulder " kind of advertising 
talk is all right for the selling of bonds or goods to dealers, 
but there is a nice, quiet influence — sentiment — which can 
be exerted by the writer who can convey something more 
than sledge-hammer facts. 

It's a mighty delicate force, somewhat difficult to 
explain and not easy to seciu-e, but it will sell goods at 
a profit and leave the buyer thoroughly satisfied. 

It makes something more than merchandise out of the 
goods described. 

It pictures them as a means to an end. An influence 
thrown in, which frequently is of greater importance than 
the intrinsic value of the goods. 
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The writer, who can most vividly picture the little 
personal features of goods, their beauty, the good standing 
which will be produced by their possessor, their exclusive- 
ness, their distinction from common wares, has learned a 
lesson that has business value. Telling how long an article 
will last, how strong it is and how well it is put together 
is all right, but all these are points of a material nature. 
While giving attention to this side, don't overlook the 
personal side — the pride side — ^sentiment. 

The problem of himaan 'nature is the greatest one. 
Many people can give accurate descriptions, but bold-faced 
facts seldom produce desire. Bear in mind that your 
customer won't admit that he is influenced by sentiment. 
Let him delude himself if he wants to, but do you pro- 
ceed upon the theory that almost all men and all women 
are sentimental, and govern your advertising speech 
accordingly. 

Make people imderstand that your goods carry dignity 
with them — standing. That the shapes are the proper 
kind. That your trade mark is a badge of honor. That 
to get something really worth while, people must dis- 
criminate in your favor. 

Take, as an example, table silverware. Here are two 
opposite presentations of the same subject: 

** These forks and spoons are triple plate 
on solid steel. You can't bend them, and 
they will wear for fifteen years. They are 
cheap and very serviceable." 

Or this form: 



Reproduced from street ear cards in colors. Familiar poetry used to hold the 
reader's attention. The article advertised is also sliown to good advantage. Pre- 
pared and i)laced by the Long-Critchfield Corporation, Chicago. 
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**This set of silverware has a charm all 
its own. The shapes are graceful, the carv- 
ing chaste, and their use is a pleasing addi- 
tion to a well-ordered dining service. They 
produce an atmosphere of true refinement. '' 

Which set will the buyer prefer? Don't think for a 
moment that ordinary, common people are not susceptible 
to this kind of influence. True, its appreciation is a mark 
of civilized conditions, but the person with but two rooms 
has pride. Each step in the social strata has its own 
standard of desire, and almost everybody wants to shine 
as brilliantly as his circumstances will permit. 

Mix sentiment with your advertising. 



HITMAN TALK 

A classification of the different kinds of advertising 
will reveal some funny things. There is the highly devel- 
oped, super-heated writer. He is serious, solemn. He 
pronounces his judgment in tomb-like tones. 

And now comes the ultra-educated chap. He may be 
just from college, and his father or uncle has made 
a place for him in the advertising department until he 
could find an opening in some important part of the firm. 
He will dash in a little Greek and Latin and make allusion 
to what Aristotle or Caesar had to say. 

Again, the funny man gets a chance. To him advertis- 
ing is a supreme joke. Making fun and jingles about the 



This sign is located at Michigan Avenue and Randolph iStreet, Chicago; is 
50 X 62 feet in size, and contains 1,130 Tungsten lampa. Has a clear, nnobstnieted 
view for over a mile south on Jlichigan Boulevard, the automobile driveway of 
Chicago. Courtesy Thoe. Cusack Co.. Chicago. 
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goods is the height of his glory. Sometimes he can draw 

pictures, as well as write joke advertising. Great stunts, 

these ads. They amuse everybody except the boss, because 

they don't pay. 

There are a goodly number of business derelicts washed 

ashore on the sea of business. Because back in the home 

town thev at one time hustled for news items on the local 

weekly, or edited a theater program, they turn their atten- 
tion to advertising until something really worth while 

turns up. 

And who is to blame for all this masquerading in the 
name of advertising? The advertiser. He wouldn't let 
an inferior man answer a letter, but he will trust his 
advertising, the public talking part of his business, to any 
old person, so long as he is cheap and doesn't make too 
much trouble. 

Some day our advertiser wakes up. He gets his first 
real lesson, and finds that smartness, solemn talk or great 
learning won't produce good advertising. 

Human talk is wanted. When the rubbish is cleared 
away, and we get down to brass tacks, this advertising 
business is as simple as A B C. 

A whole band wagon full of theories can't compete 
with a hard-headed business man with a stub lead pencil 
and a sheet of wrapping paper in getting up good ads. 

Remember, human talk. 

The kind that appreciates the needs of the people. The 
kind that talks square-toed English, with no frills put on. 
If in the ordinary explanation, a joke creeps in naturally. 
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it is splendid stuff — helps to set off the ad and gives it 
that real human touch that brings buyers. 

Human talk. 

You will have a splendid ad if you know how to talk. 
If 3^ou don't, get someone to talk for you, But be sure that 
you only employ just plain, everyday Hiunan Talk. 



THE SPIRIT OF ADVEBTISINa 

St. Paul understood people. Besides being a good 
preacher, he knew the difference between a real live mes- 
sage and a lot of writing which does not carry, because 
it has no personality behind it. 

He said: **The letter killeth, but the Spirit giveth 
life.'^ 

A dining-room, well set, with every advantage of 
decoration, is a ghostly place — deserted. 

Put people into the picture, happy and satisfied, and 
those decorations become the background of a mighty 
effective scene. 

A good many writers of advertising have never passed 
the * 'letter perfect" stage of their development. It is 
generally because they are stingy, small-souled individuals. 

Tlieir diction may be fine — no chance to criticise their 
language; but advertising is something more than fine talk. 

Jt is tlie ''spirit that giveth life." 

Advertising is never any better than the man or 
woman behind the pencil. 
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Try as hard as you like, your lack of sympathy will 
find you out. 

It will be reflected in your ads. 

** Honesty is the best policy" is a chestnut. 

There is no ** policy" in honesty. 

'* Being honest" counts. It's the *' being" which tells 
the storv. 

There is a good advertising man in Cleveland. He 
took a place which was formerly occupied by a genius. 
The new man was inexperienced. His assets consisted 
of a cheerful disposition, a desire to assist and a larger 
understanding of the heartstrings of people than any 
other man I ever knew. 

Every ad which came from him was in perfect time 
with those heartstrings. Some of them were mighty 
cliunsy. Type and grammar was to him more or less of 
a wilderness. 

But one of his real live ads would do more good, sell 
more goods than a dozen plum-pudding affairs. 

He spoke the language of his readers. 

You can learn how to make chemical analysis from 
books, lectures and experiments. You can measiu^e the 
distance to Jupiter and weigh the water in the ocean 
by mathematics. 

But there is something about folks which is beyond 

figures. 

It's the element we call human that counts. ''Human" 
don't half express it. It's what you are that makes your 
ads big — or little. 
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An ancient writer used this combination to describe 
his idea of the gross or material part of people. 

Melted down into one idea it is the creature — animal 
part of man's nature. 

To some people — writera and doers of other work — 
this is about all there is to life and business. 

Eating, drinking, amusing and display. 

To others, either consciously or unconsciously, there 
appears another side. 

The thinking, reflective, emotional, educational — the 
heart side. 

We are all a mixture of both. 

We combine some of ''the world, the flesh and the 

devil,'' and some of the spiritual. 

* * * * * 

To influence people — ^make them accept your conclu- 
sions about merchandise, politics or religion — the first 
requirement is to know J^our audience. 

To Jmow the material side of their character and to 
•overlook the man side, the heart side, is only to half 

know them. 

* * » * * 

If you wish to bring people to your way of thinking 
you must be able to know their desires, ambitions — the 
inside of their lives. 

This seems, at first, a trifle difficult, but just a little 
thought will clear it up. 

And for the very simple reason that all you have to 
do is to stop and think how much you youreelf are 
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influenced by conditions which cannot be weighed or 

measured. 

The fact is we are doing things every day of our 

lives because there is a something down deep in our 

consciousness which prompts the action entirely separate 

and apart from all material considerations. 

And these influences are the best part of our make-up. 

It * * * it 

Such influences are the birthright of everyone. 
And they are just as legitimate — when decently han- 
dled — in business and advertising as in church or school. ; 

.,' * * ^ It at 

Everv advertising man has a duty toward mankind 
equally important as that of the preacher or lawyer. 
His work deals in things tangible — aids to good living 

— ^not restricted to any one sect or class. 

ft 

Good, honest, uplifting thought, mixed into the busi- 
ness messages — advertising— is capable of doing a world 
of good. 

No minister, orator, politician or editor can address 
as many people as can a writer of copy which appears in 
many publications. 

Speeches and editorials are more or less theoretical. 

The advertising man talks on a practical subject. 

But his audience is made up of combination men and 
women. People with bodies to be clothed, stomachs to 
be fed and — remember the other side. 

Men and women with hearts and feelings and hopes 
and ambitions. 



This is an illustration of a railroad bulletin 10x48 feet in size, which costs 
approximately $4.80 a lineal foot a montli on a three- to five-year contract. 
Courtesy Thos. Cusaek Co., Chicago. 
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By the way, the second side — the heart side — ^is the 
real issue. 

It's the life side. 

The other is just animal. 

Now, Mr. Advertiser, don't shoot all your advertising 
at the animal side. 

Remember the heart side. 

It's the side which decides a good many more ques- 
tions than you may have supposed. 



INSPIRATION 

Some folks dig over the ash heaps of other people's 
experience in an endeavor to fish out some bright nugget 
of value which can be utilized in their advertising and 
selling efforts. 

Few imitators are successful — very few. 

The experience of others is worth while. 

Too many people confine investigation within their 
own particular lines. 

Ideas are everywhere. Good bright new ones abound 
in everv line. 

After all an idea is a strange thing. It is a sort of 
trend of thought — a direction — ^rather than a certain plan 
which someone else has put into operation. 

Your observation of the plans of others helps because 
it sets your thinking machine into motion. 

But your real inspiration comes from within. 
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It is the result of mental activity — the net result of 
what you know and what you are. 

Yoiu* ideas are vou. 

If you want better ideas — more active, original and 
valuable — improve your thinking. 

There is nothing so broadening as kindness. 

Thinking about the welfare of others is the greatest 
mental tonic. 

This quality, combined with knowledge and an ability 
to give expression, constitutes force. 

The kind of power which every one admires, all strive 
for and very few possess — in gi*eat abundance. 

Browse around in facts. 

Study your business, your trade and your customers, 
go to shows, read stories, avoid accounts of murder and 
crime, associate with healthy minds, and above all don't 
neglect the one thing for which you are supremely 
responsible — yourself. 

If a man — or woman — tries to pollute your thought 
atmosphere with a tale of woe, filth, or trouble, it is a 
direct menace to vour welfare. 

Reduces your earning value. 

We can help others who are in trouble without per- 
mitting their misfortunes or sins to clog up the well- 
springs of our inspiration. 

Inspiration has value. It's worth a good deal but it 
costs something. 

Watch your thinking and associates. 



PART III 



THE NEWSPAPER AND NEWSPAPER 

ADVERTISING 

By a. p. JOHNSOX 

To realize fully the value of the newspaper as an adver- 
tising medium the student of advertising must first know 
the basic functions of the daily press, its value to the 
individual, to the community and to the nation. The first 
obligation of the newspaper is to the people — its clientele — 
and to the principles for which it should stand; and adver- 
tising should be of secondary consideration. 



What Is a Newspaper? 

The American newspaper is a typical illustration of the 
free press in its true sense. It reports every act of man, 
every kind of thing and every shade of thought. It aims 
at thoroughness of statement and promptness of news 
service, and in news gathering ability it is excelled by the 
press of no other country in the world. 

131 
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It is universally admitted that the press should be 
free in all civilized countries, but the freedom of the press 
does not imply that everyone should have the right to pub- 
lish a newspaper. It is also necessary that one should 
have the means of doing so. 



Reliability 

A newspaper in order to live must give its readers 
reliable news. It is not necessary that it should say every- 
thing. The business of furnishing news to a people is like 
the business of furnishing them entertainment from the 
stage, and an outsider is unable to understand the currents 
of the mind of the reading public except as he may study 
the columns, the subjects and the methods of treating 
them that he finds in a modern successful newspaper. 

In America the press has contributed enormously to 
the protection of the interests of the people, to the 
exposure of real abuses and to the detection of enemies 
of the public weal. It would be a sad day for this 
country, or indeed any country, if the liberty of the press 
to make free, frank and courageous comment on public 
affairs and public men was in any way curtailed. 

Editor's Note. — In view of the extended comment in other parts of 
this work, which will necessarily dwell on newspaper advertising, both 
general and retail, this article will be confined principally to an analysis 
of the functions of a newspaper aside from advertising. Department store 
and retail advertising is thoroughly covered in another volume, and there- 
fore both text references and illustrations of newspaper advertising in this 
article are made for the purpose of broadening the advertiser's mind, with a 
view of helping him in the selection of newspapers for advertising purposes. 



Men's Fall Suits 

With our several different models of Suits 
we can fit men of practically all proportionSi 
and in all sizes. 

There are some novel changes this season in 
the details of cut that it will interest you to see. 

We are showing a splendid line of Suits in 
neat Gray Worsteds, Fancy Cheviots and the 
new shaaes of Brown, 

$18.00 to $40.00 

Men^s Overcoats, in Oxford, Black and 
Fancy" Mixtures and Weaves, either Serge <x 
Silk lined, 

$15.00 to $35.00 

New Hats and New Furnishings in the most 
attractive assortment to be seen in this city. 

'Browning, King & CQ 

CLOTHING, FURNISHINGS AND HATSt 

191 AND 193 STATE STREET^ 

CHICAGO* 

Browning, King & Co. are consistent newspaper advertisers in many of the 
leading American cities. They have religiously avoided large displays and spas- 
modic spurts and have built up their business on the theory that keeping ever- 
lastingly at it brings the trade. The above is a fair sample of their advertising 
in all parts of the country. Proof from The Chicago Daily News. 
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In many ways the American newspapers exercise the 
fmictions of a grand jury and as such they are expected 
to weigh carefully the evidence before presenting an 
indictment to the court of public opinion. A grand jury 
should never bring an indictment unless the proofs of 
wrongdoing are overwhelming and convincing. Reputable 
newspapers aim to live up to this line of conduct. It is 
true that some do not, and the reputations of innocent 
men and women have been ruined by the premature 
publication of alleged facts without investigation and 
inquiry. 

The Newspaper a National Power 

It is evident that the newspapers of the United States 
are now largely responsible for the molding of public 
opinion. Their power in this respect is enormous, but 
the greater the power the greater the responsibility. This 
power may be compared with the power possessed by a 
government in its arsenals, fortifications and armies. The 
guns are there, the power is there and the shot is there. 
But no shot should be poured out until there is an actual 
enemy and until there has been a declaration of war. 
The possession of power, therefore, means the right to 
use it at the proper time and to withhold its exercise 
when that time has not vet arrived. The ideal conditions 
of a free press will be achieved when the newspapers 
reach an understanding that no one will in its columns 
blast the character or the good name of any individual, 








importing* Maniifacturing 



FALL 

ANNOtJNCEMEXT 



Announce the placing on 
exhibit of their exclusive 
selection of Models* from 
the leading' modistes of 
Paris, and of their own 
interpretations of the latest 
fashions in furs. 
Customers will find the 
greatest opportunity to 
satisfy individual taste at 
prices consistent with ma<* 
terial and workmanship. 



384 FIFfH AVENUE ^Ys^'st'^rM'ts''"'' 

TELEPHONE 2044— MURRAY HILL 






A liigh-class fur announcement, showing taste and refinement. Such an 
advertisement should be placed in equally high-class papers. The use of popular 
mediums for high-class advertising is not always practical. Unless the advertiser 
has a great amount of money to spend it is advisable that he select the newspapers 
that reach his particular class of buyers. 
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high or low, without first having carefully investigated 
the facts and found that such a person is a public enemy, 
and therefore to be disposed of as an enemy in time of 
war. 

The American people look to the great metropolitan 
press for enlightenment and guidance on public questions, 
and therefore upon the press of this country is cast a 
burden of responsibility for good or evil never before 
realized or borne. It might truthfully be said that both 
the social and political fate of our country, in no small 
degree, is in the keeping of the public press, and it is 
as never before the conservator of the public weal and 
ultimate arbiter of our destiny. 

It is now impossible to imagine a regime of govern- 
ment, parliamentary or representative, with monarchy 
or with republic, without the assistance of the daily press, 
as the press and political parties, whatever may be their 
varied forms, are the only organs of such a system of 
governing a nation. The press is not only necessarj^ to 
praise the government, excite the people and arouse pub- 
lic opinion, but it is also indispensable to the government, 
not only in order to attract popular cooperation, but to 
convince the people of the efficacy of the laws, the reforms 
and all the acts of government. 

Newspaper Influence 

The influence of a newspaper depends first on its 
ability, and, secondly, on its independence and choice of 



This newspaper advertise- 
ment ia intended to inspire 
confidence and, if placed in 
a newepaper having tlic 
saine qualifications, sliouid 
bring excellent resiilta. Note 
the list of articles on sale. 
The reader of this adver- 
tisement who contemplates 
buying furniture would 
likely be reminded of the 
particular piece of furniture 
of which he is in need, tluis 
the "confidence," the "re- 
minder," and the "price in- 
ducement" are three strong 
pullers in this advertise- 
ment 



^HE best way for you to buy 

furniture is to Dccome familiar with 
it before you need it; then you are sure 
of setting what you want wnen you are 
reidy to Duy. 

Tliis is why we make such a point of 
welcoming visitors and why we don't 
expect to make a ^le every time we 
show our goods. 

We have the newest and best that 
can be bought, and we are glad to have 
you keep [xisted on the best and latest 
things in furniture by spending your leisure 
time looking through our store. 



Crcunut Walnut Drcoer $ 45.00 35.00 

CrcMNBii Waln<.<^ Chiffonier • 44.00 35.00 

Muhaguiy Dreuer %.00 55.00 

Mthc^y Ch'ifonier 80.00 50.00 

Coloniil Mahogany Siikboanl mM 7SnO 

Coloniai MahosBBy Qiina CalMnet, Mir. 

ror back and gla** ihrivea 150.00 100.00 

En^iih Oak »<y>oard 130.00 95.00 

Eteliih Oak China Cabinet, full Mirror back. 90.00 65:00 

Solid Mahogany Davervwrt 85.00 6a00 

Solid Mahosany Arm Chair, to matdi (0.00 40.00 

Scholle Furniture G>mpany 

222 Wabash Avenue 
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political and social policies in preference to monetary 
success. The latter may, indeed, accompany the former, 
but if it is pursued as the supreme object the paper's 
influence and prestige will be sacrificed. Constancy and 
consistency are the two great requirements in a successful 
newspaper. It is undeniable that the orator temporarily 
sways the judgment of his audience, and it is equally true 
that the man who has the ability to organize and control 
political conventions, parties and movements gains a strong 
hold on the public; but neither the orator nor the organizer 
exercises so constant and controlling an influence over the 
minds of the people as does the ably edited, consistent and 
fair-minded newspaper. 

One of the chief characteristics of a fair-minded news- 
paper is courage — courage to espouse the most unpopular 
causes and to make them triumph, provided they are cal- 
culated to accomplish some good. Courage to attack the 
most deep-rooted abuses and to expose the most powerful 
of wrongdoers ; courage to uproot corruption and to attack 
all forces which tend to degrade and demoralize the peo- 
ple. No man should be too great, no influence too powerful 
to turn a good newspaper from a courageous policy. 

The American public demands a high standard for its 
daily papers. It is not satisfied with being informed on 
the news of the day, but craves after all that happens in 
art, science, literature, and the progress of culture. That 
the new^spaper is a means of culture cannot be denied, 
when it is remembered how often its pages are filled with 
attractive reproductions of paintings by the old and the 




Vfamen^s Tailored'Made Suitg 

••Distiricliv^ncss" and "Exclusivcness" of "Style" — 
** Honesty of Workmanship** that can only be rivaled by 
the highest-priced custom tailoring — and "Value Unmatch- 
able,** are qualities that place Gidding garments quite be- 
yond the class of the ordinary. 

At $35. $39.50. $42.50 and $45 we show you such values u are not 
to be found elsewhere; the highest quality materials, the best of tailoring 
and the smartest of styles. 

A plain tailored niit in any of the new rough vreavet «t $35.00. • cUwy "Qieniil" 
model Al $39.S0. or • fancy novelty of dark blue wkh ipl^ of black at $42.50. 
«rith coals that are in the faihionable short lengths and yet each nnodel having a dis- 
tinctive cut and set all its own— a shaped band effect at bottom of coal, or a seam a| 
the hip line piped in braid on different material; or a row of bone buttons the same 
■hade of material on coat sleeve or panel of skirt 'gives a decidedly "nifty" look to the suit 
that must be seen to be fully appreciated. 

We also have an extensive line of Suiu at $45.00. $49.50. $55.00. such as Broadcloth^ 
Basket Weaves, English Mixtures. Boucle. Zibelincs. Scotch Tweed and many other 
materials, in as many models as you care to look at; or a beautiful Broadcloth Suit at 
$59.50. coal lilted with royal blue satin, velvet collar of royal blue and revers of black 
moire, and straight gored skirt fastened in front, with double box-plaited back; or m 
"Bernard" model at $62.50 of heavy wdt serge; plain tailored Vdvct Suits for street wear; 
plain and G>rduroy Velvet Suits for demi-dress. plain tailored and trimmed in broadcloth, 
soutache and Hercides braids and rich furs, in prices ranging from $75.00 to $195.00 — origi- 
nal models and exact reproductions of foreign models made exdusivdy for ui. 

Dresses and Cawns 

AffMCt' and Wonmn'9 Party and Evening DrmaMM of dainty Chiffons. 
Silk Marquisette and Crepe de Chine, trimmed in hand embroidery and real laces in beautiful 
delicate shades. Prices ranging all the way from $29.50, $35.00, $39.50 and upward to 
$133.00. 

Handtonm Affrnoon and Dinntr Gaunu of Crepe de Chine. Peau de Oepe^ 
Chiffon ovcrdrape, Qoth and Velvet, in imported and original modek. Prices ranging 
from $55.00 to $250.00. 

Smart LiitU Str—t IVw«M«-$25.00,$29.5O»nd upward to $65.00. 

MilHnny — New importations arriving daily from Paris and London, as well as our own 
(lever and exclusive crealioos. 

Laxariout Furt and Fur Cbof*— Made of especially tdecttd pdts and built over 
models designed exclusively fpr us. 

Come in any day— rvery day— «nd keep potted on the late auhmui and winter styles. 

Tailored Waists 

Are smarter than fever this season. The newest ideas in the white linens 
are those in hand-drawn work and "Appenzel** or German embroidery; 
also the new novelties in white and colored hand-embroidety, with front 
and side button effects. The new Waist termed the "Hunter's Shirt*' is 
very mannish in cut. New Una of "Forsythe** Waists, in colors to match 
your suit, and challis, in stripes, checks and Perfian effects, are among the 
new arrivals.' 

WM :f ottrtb Btxttt—Vint anb iRact 

Authoritative, dignified newspaper advertisement, with price inducements. 
Considerable amount of text is used for the size of the ad. Less matter would 
have attracted the eve more readilv. One-third reduction. 
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new masters, sketches by pen and pencil and photographic 
displays of natural scenes and industrial triumphs. The 
knowledge of the latest discoveries and the latest inven- 
tions is spread far and wide through the medium of the 
newspaper. The busy citizen and the thoughtful recluse 
in the country are alike indebted to the newspaper for the 
news items which interest them. Thus the great news- 
papers of the present day are public institutions, for they 
enter our daily life to as great a degree as the public 
school, church or the postoffice. Reaching millions of 
readers, the influence they have upon the beliefs, the mo- 
tives and the actions of the community and of the country 
generally is almost beyond comprehension. 



The Newspaper in the Home 



The newspaper in the family is a blessing, for it is at 
once a source of information, an inspiration and a constant 
companion. The parents are supposedly educated to the 
extent of reading every column, though they may not 
always be intelligent enough to comprehend all that is 
printed therein, or intellectual enough to criticise justly 
the contents of each column. The foreign news may not 
interest those who scarcely know the difference between 
Monte Carlo and the Tuileries. The political paragraphs 
may have no especial significance to the woman who would 
prefer to read the women's column, but there is always 
something somewhere in the newspaDer that will interest 




CHILDREN'S 
SHOES ^1 

V^E HAVE a pardonable pride in our unusually attractive line 

'^ of Qiildrea'i Footwear — "iihoa of Inlegrily" for grawim fed — fnimlhelittle 
ttMK> to the big boyi ind mina. We ue proud of their individiMlit]' and thdr nte 
qualitia that characioize ttiem diflerenl from Drdiaaty ihoa aod earn (or them the 
riiilinctinn of being extraoidinary iboet. 

Too much Nrea caiual be laid oa the impcrtance of havinz the htlle ana Feel 
Harted light^ Ratha than the iU-cooceived idea of having ihe iMt cwtfra t« the 
Am, our •dcdkoi have ban nich ai to have the Am tmttrm U fte tMt, allowing 
it to grow a> nature inteoded it. 

WttcliYoiirClilld'sFeet 'St^'^Jt^i^^J^'Z. 

mdiy and camfoltably. with handume iboci that are durable and comfortable at the 

moU ecooocaical pricei — when value* an taken into accounL 

Bars- Sboet—SUet J to 5^ S2JN to S3J0 

Ultle OeaU* Stwes— SfKt SH to 13^ 1.5010 iJOO 

Ni Olrta' Shoes— Siies 2K 10 7 100 to 4.00 

MiMes' SiMes— Sizes UK to I Z.00 to 3M 

Mteset'SboM— SizetSJ^toll 1J0 to 2.50 

ChUdrai'sSlKes— SliesSto 8 I.DO to Z.00 

Infants' Staoes— Sizes I to 5 79 to I'' 

Infuls' Soft Soles— Sizes to 4 JO to I. 

Extra Qood Z5c Ribbed Hme— Speda] 3 Pairs lor SOc 

North H ILL .S IIOE Co. P" Ito^re 
lOtti St 1 tSam '^^MMMrjWav Family 
SHOES or IIVTeCRITY ' 




There is good cliildren's shoe talk in Hub advertisement. The advertiser uses 
an excellent argument in calling attention to the care of children's feet. There 
is a question, however, as to whether the reader of this advertisement will be 
impressed with the first paragraph. If the second paragraph jiad been substituted 
for the first it would have sent home to tlie reader tiie most forceful argument in 
the advertisement. The "pardonable pride" talk would have done as well lower in 
the advertisement. On the whole, however, this is good newspaper copy. One-half 
reduction. 
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every reader of the English language. There are few 
parents or growing children who are now sufficiently ad- 
vanced in their education to comprehend the daily news 
as it relates to all our national and domestic matters, or the 
happenings of the day; and the reading of the newspaper, 
with its graphic accounts, illustrated narrations, trav- 
elogues and lectures, must inevitably educate still further 
the parental heads and instruct the juvenile portion of the 

family. 

•< 

Such is the power of the press to-day. Its power will 
increase still further when progress in education shall 
have increased in this country the number of newspaper 
readers, and this is one reason why all those who have at 
heart their future enlightenment and educational welfare 
should do their utmost to foster the press and encourage 
its development. A good newspaper is a great benefactor; 
it is like a searchlight flashing into darkness with a bright 
illumination. It is like a friend slipping into a chair at 
one's side and speaking a word of good cheer. It is like 
a good comrade on the road, bidding one take heart even 
if the road is rough, because just aroimd the corner there 
will probably be a stretch of easy going where one may 
rest and find refreshment. 



NEWSPAPEB ADVERTISING 

The advertising prestige of a successful newspaper 
reflects its standing in the community. No newspaper 



Tremont St, Near West 

Sixteen and Twenty Button Lengths 

REAL KID GLOVES 

For Evening Wear 

After a study of prices placed upon Kid Gloves in such 
great establishments as the Bon Marche, The Louvre, The 
Printemps — ^the great store of Paris — Chandler & Co. 
reached the conclusion that at certain times of the year 
these establishments give their customers excellent values 
in gloves. 

Following the example of the Paris shops Chandler 4b 
Co. placed orders last spring for delivery and found 
that they could arrange Special "Qloye Days" wh«n 
it would be possible to otter their customers particu- 
larly good values— In fact at the redaeed prices which 
they would pay in the Paris shops. 

Today and for three days only they will offer 
Real Kid Gloves — 16 button, in black and while, 
20 button in white, with silk filet stitching and 
Cleopatra button — ^in these two desirable 
evening lengths at greatly reduced prices. 

16-Buttoii lengths, usually $3.50 

20-Button lengths, usually $4.25 



2 



.25 



•nd 



2 



.95 



- ■ r * 



Clean, straiglitforwarcl glove copy, caleulated to educate the srlove buyer as 
well as to sell goods. The display is well ha lanced for a small advertisement. This 
advertisement should have hrought excellent results if placed in the proper mediums. 
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can carry an abundance of advertising unless it has the 
circulation to reach the consumer of the advertiser 's wares. 
The foregoing part emphasized the physical and 
mental equipment of a successful newspaper, and let it 
be said right here that the newspaper publisher who 
expects to gain and hold the confidence of his clientele 
must follow the same fair, just and equitable course in 
his business department that makes for a good paper 
editorially. His advertising columns should be edited 
with the same care that is employed by his news editors. 
True, he cannot control at all times the integrity of the 
advertiser's copy, but he has the right to protect his 
readers against the perpetration of fraud, deceit and bad 
faith on the part of the advertiser. 



The Retail Advertiser and the Newspaper 

The retail advertiser, who spends by far the greatest 
amount of money in advertising, looks to the newspapers 
as the most important channel through which he can 
reach the trade. And the newspaper publisher looks to 
the retail advertiser for one of the chief sources of his 
advertising revenue. Hence, there must be between the 
publisher and the advertiser a well defined relationship 
of good will. Retail advertising in its varied forms is 
covered extensively in other parts of this work, and its 
introduction in this article ;is only to the extent that it 
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applies to the use of newspapers. In the retail business 
there is need of a continuous supply of advertising. It 
must be continuous — not spasmodic. Authoritative statis- 
tics have proved that there have been as many failures 
due to inconsistent advertising as through lack of adver- 
tising. The retail advertiser plans to spend a certain sum 
of money during the year. This will pay for a few large 
displays, which would create an equal number of spurts 
in the rush of business. But that is about all it would do. 
If you us? a much smaller space, on the other hand, and 
let your advertisement appear as often as possible, it will 
result in a steady amount of business, which will increase 
as the year goes on. Newspaper space is valuable, and 
requires to be carefully and thoughtfully used. Whatever 
the line of merchandise you are interested in, it has plenty 
of good features that can be shown to the public. 

Take a small space in the newspaper which will reach 
the greatest number of people from whom you expect to 
draw your business, and tell in it of the good qualities of 
your merchandise. Speak of the desirability of possessing 
or purchasing your stock. Draw attention to the supe- 
riority of your merchandise. Show plainly the advantages 
of trading at your store. In all these particulars be sure 
that you stick to the plain, unvarnished truth. Tell the 

same story over and over again, in different words. Never 
have the same copy appearing twice. Keep it fresh. There 

is no use in sending copy to the newspaper once a month, 

and never changing it during that period. 



A veritable tlirectory of all human needs, and as necessary to a newspaper as its 
articles of news. The American housewife looks to the department store adver- 
tising with the same if not a greater degree of interest than she displays in reading 
the social columns. Millions of dollars are spent annually in the daily newspapers 
by this class of advertisers alone. 
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Be Natural 

In your newspaper space you should say things that 
you would say to the customer who comes into your store. 
If you are at a loss what to say, just spend a little time 
each day in listening to the arguments used by your sales- 
men. If these are effective in selling goods in the store, 
they will be just as effective in selling goods through the 
newspaper publicity. It is the continual repetition of 
your story in new words that will eventually impress upon 
the public the fact that when your class of merchandise is 
wanted your store is the place for it. Never let the public 
have a chance to forget you. Be always at it, telling them 
about what you have to sell, its character and quality. 
The newspaper of to-day is good for only a short time. 
As soon as the next issue is published the previous one 
is dead. 

Newsimper advertising should be store and merchan- 
dise news. What would you think of a newspaper which 
contained the same news paragraphs day after day? It 
would soon cease to be of interest to you, and your daily 
cent or two cents would be spent on another paper. Get 
the public into the way of looking for merchandise news 
in your space, and there will soon be a ready response to 
your appeals for their patronage. If you follow this plan, 
the writing of advertising copy will become a pleasure, 
and will result in extra profits and popularity for the store 
for which it is written. It is unnecessary to say here that 
the merchandise and the store must be in line with the 




Oriental RugS 

A SALE OF UNCOMMON INTEREST, 

•mphasing in the most forceful way the 
importance, extent, and VALUE GIVING 
poMibilities to be found among Vantine 
Oriental Rug importations, which include 
every known weave from the provinces of 
India, Turkey, and Persia. 




offerii«tiB 
NEVER liAv* snort- 



Yoor impMtioa of ALL the vsIom li 
coHbUy orgsd. iIm f oOow&ng being REPRE- 
SENTATIVE ITEMS— NOTHING MORE. 



Baluchistan & Shirvan Rugs 

•K$1S.00 



00 



Shirvan & Baluchistan Rugs 

$20.00 



Rsfs 



Allies Dafksiiss & 

A«m«» «a» 3.<bS.6 ImM 
Fwriy prk«d at $28.00 



10. 

13.* 

17* 



Antique Mosoul &. Guendje Rugs 0|\ 00 

A««iC« tbm 4s7 fMt £i\M» 

Wvtmm prkM $30.00 to $35.00 



Kermanshah 9l Sarouk Rugs* 

WvrmmAf aK $5S.OO Md $60.00 



37» 

LARGE SIZES IN ORIENTAL RU€S A FEATURl") 



Fise Ptniaa GsKTSB Rsfi 

■UN ta tMC Twrntinw Mmt. 

e.9«12.7 200.00 100.00 

9.2x12.5 250.00 125.00 

9.7e12 250.00 125.00 

9.2x15.5 200.00 175.00 

11x13.9 275.00 180.00 

11x15.7 340.00 200.00 

12.16.2 400.(fo 2500)0 

11.8x18.4 500.00 300.00 



Rm Penisa MsiuJ Rnf s 

«M IB CMC W9tmMt\J 

8.5x11.6 120.00 
8.10x12.3 150.00 
8.8x12.3 160.00 
9.9x13.7 225.00 
10.3x13.4 225.00 
11.4x14.8 275.00 
1 1.10x19.3300.00 
11.6x17.5 350.00 



N9«r. 

75.00 
95.00 
100.00 
135.00 
150.00 
150.00 
175.00 
195iOO 



A. A. VANTINE & CO. 

BROADWAY, Bet. 18th & 19th Sts^ N4 Y. 



An unusually good rug adver- 
tisement. Wlien advertising a 
business containing as many vari- 
eties as are known in Oriental 
Rugs, it is well not to cover too 
great a number at the same time. 
The writer of this advertisement 
has crowded a great deal of adver- 
tising in a small space. Few rug 
stores can do this safely. It would 
be better to take two or three spe- 
cialties and say something regard- 
ing their particular value, method 
of purchase, reason for reduction, 
etc. With a store as well estab- 
lished as Vantine's this may not 
be necessarv. One-half reduction. 
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advertising. This is a foregone conclusion. Make your 
advertisements different from your neighbors', but let 
the difference be a reflection of the store itself, not a 
reproduction of its owner's eccentricities. There may 
be a wide difference between the individuality of the 
establishment and the personality of the merchant. The 
advertising should represent the business, not the man. 



mustrations 



Not among the lesser features in the development of 
advertising has been the increasing importance credited 
to illustrations, mortised advertisements, and striking 
border and rule effects. 

That department store advertisers, whose work pro- 
duces the most direct and generally the most voluminous 
results of any advertising almost invariably include in 
every advertisement a number of cuts is possibly one of 
the strongest arguments that might be put forth in favor 
of the ** pulling'' power of illustrations. ** Include descrip- 
tions, a price, and, above all, a good cut," said one well- 
known retail advertiser to a friend who had come to him 
for suggestions. '^ Never publish an advertisement without 
a cut" is the standing rule of another. 

In the retail field considerable attractiveness and nov- 
elty are contributed by the clever advertising artists to 
the illustrations of more or less commonplace merchan- 



A striking peneral nowspajjer JttlvertiBcmcnt, ctmibin ing tlie best ideas of 
attraction, cnpv and arrangement. No reatlor could look through a newspaper 
containing this full-page adverti-ionu'nt without being attracted by it. The copy 
IB tempting and convincing. Prepared and placed by the Long-Criteh field 
Corporation, Chicago. I'hotographed from proof from Chicago Daily News. 
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dise, such as dry goods, outer garments, hardware, house 
furnishings, etc. 

The connection between **copy'' and ** illustration '* 
should always be close, and yet natural. There should 
be no straining to make the text fit the cut, or vice versa. 
Both should be primarily adapted to the commodity in 
question, and it naturally follow^s that they will therefore 
fit each other. In retail advertisements reference should 
be made to the picture by such phrases as ^* tailored like 
illustration,^' **as shown in the picture at the right,'' 
**as depicted in the illustration," etc. In the general 
advertising the illustrations should embody some element 
directly suggestive of the commodity advertised. The 
name of the advertiser, his address, and a leading feature 
of the commodity should also stand out boldly, either as 
a part of the illustration or in the text matter of the 
advertisement. 

Every commodity possesses some determining feature 
or combination of features. In clothing it is style and 
durability; in savings banks it is interest and security; 
in mail orders it is the facility of the mails, combined 
with the principal feature of each particular item; in office 
systems it is simplicity; and so on. These are the primary 
features of such things. Everything else has likewise its 
basic characteristic. If the advertiser, when working out 
the illustrations for his advertisements, will, instead of 
going afar off, study over his particular commodity, anal- 
yze it down to these basic features and employ them as 
the controlling elements in the creation of his illustrations, 
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I2A Tons of Iron a Day 

^^^ M.itod lo H^ ''GARLANDS" 

"The World'»Be«." 
For 37 yetn ihc mosl exleailvelr aold. 

May M well hive Ihe 'OAIIUUID." 
You par Juil u much tor iaferior nuk«*. 

Sold b, Ih. B«t Do-lrr. E..tT«l»». 

Tha MiGkitanStoTaCompKnr 
DatMit, Mleh. CUu«<>. UL 





A familiar general wivsipRper advortisement. Tins great stove company has 
been built up by cnncistont iiewspnper advertising. Prepared and placed by 
Lord & Tlioiua?, Cliicago. 
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he may produce something that will stand out prominently 
and favorably against its neighboring advertisements, and 
that will be fairly certain of bringing results; that is, of 
course, providing that the artist has worked in the other 
elements of a good advertising illustration. 



Catch Phrases 

Catch phrases are commonly used to good advantage 
in the advertising of both manufacturing and retail trade. 
Popularizing a catch phrase for a retail store is a matter 
of no great expenditure. All that the merchant needs is a 
little time, a little persistence, and a good phrase. The 
latter ought to express some characteristic feature of the 
store itself, or some strong point in its policy. 

The catch phrase is a sort of verbal trademark. When 
first evolved and put into the advertising of a retail store, 
it may look as unpromising as a new-born kitten. But 
give it a chance to grow. Let it sink into the public mem- 
ory. Nothing in the advertising line costs less to popu- 
larize, and nothing has so great a ciunulative value for the 
retailer. 

Experience teaches that the very best advertisements 
printed are those which present in a clear, forcible, con- 
vincing manner the salient points about a product; the 
points which have actual selling value, and which create in 
the reader a desire to purchase. Such text as this, com- 
bined with good type selection and artistic illustration, will 
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produce the sort of advertising that can be depended upon 
to yield results and to give prestige to the concern which 
uses it. 

GENERAL NEWSPAPER ADVERTISING 

The daily newspaper is also one of the most important 
advertising mediums for the manufacturer or for the so- 
called general advertiser. For this class of advertising 
the newspaper is practically indispensable. It accom- 
plishes certain definite, quick results, as no other medium 
can. To use the daily paper intelligently, the manufac- 
turer or the general advertiser must study most carefully 
his own selling conditions. He needs facts of all kinds 
upon which to base his judgment. The daily paper gives 
him general publicity, or prestige advertising, like that of 
magazines, street car cards, painted boards, and other 
excellent advertising mediums. But it is capable of much 
more suitable and refined use. It is used bv the manufac- 
turer to work out his so-called '^salvation" — to swell his 
sales, and to prevent inroads of competition. Conditions 
vary in each community, and the daily paper offers the 
means of talking to the community in its own terms. San 
Francisco, St. Louis and New York rei)rosent entirely dif- 
ferent constituencies. Every manufacturer's problem will 
vary in these tlu-ee cities. Good advertising in New York 
is apt to be bad advertising in Chicago, or in San Fran- 
cisco, and vice versa. For this reason, the daily newspaper, 
with its localized circulation, presents an elastic medium. 



This advertisement is one of a series prepared by a paint manufacturer for 
his dealers, with a view of exploiting his products to the dealer's trade. The family 
group in the cut gives the necessary 'iiunian touch." The heading asks a question 
of moment to all home owners. Prepared and placed by Mahin Advertising Co., 
Chicago. 



158 LIBRARY OF ADVERTISING 

It means the kind of individual work that counts quickly 

and effectively. 

The traveling salesman is another potential force in 
the shaping of advertising plans, and must be carefully 
considered when money for advertising is spent in his 
territory. He fights to secure for his house an opening 
wedge, or to prevent the inroads of aggressive competition. 
Backed by the power of daily newspaper advertising, pre- 
pared and fitted to meet the difficulties he encounters, he 
is alread}" introduced to the prospective buyer of his 
merchandise, whereas under ordinary circumstances and 
without advertising he may not even secure an audience. 

Business is getting more complicated every day, to say 
the least; and the comparatively recent study of adver- 
tising has made necessary departures from tlie salesman- 
ship whicli was effective a few years ago. The salesman 
of an unadvertised line must meet the most forceful and 
effective competition he has ever known; and the best he 
can do is to surround his preserv^es with the strongest 
armor plate of personality, that he may hold his trade 
against the powerful guns of his advertised competitor. 



Not a Substitute for the Salesman 

A shallow consideration of the subject of general adver- 
tising by the manufacturer would lead one to think that 
advertising might to some extent take the place of sales- 
men, and might result in the emplo\Tnent of fewer travel- 





The value of comhininj! forceful illutitrntinu with tlie text matter is brought 
out in this newsiiH|H'r uilviTliseiiient. It getn the eye and then tells the story. 
This advert isomeiit will "stand out in (.onipam" and will be Been wherever it 
happens to ajiiieiir on a neivspajKT page. Prepared and plaeed in southern jtapera 
by the Crockett Advertising Agency, New Orleans. 
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ing men or business solicitors. The very reverse is true. 

The results of a comparatively few years of advertising 

have been that many manufacturers and business institu- 
tions have been compelled almost to reorganize entirely 

their sales force, to meet the changes and departures 
caused by the greater business activity which has followed. 
While advertising does sell goods, one of its greatest 
functions is that of cooperation. It prepares the way for 
the traveling man, walks by his side, and introduces him 
to the merchant. It stands bv his elbow when he shows 
his samples, increases his orders, and guarantees his mer- 
chandise. As a persuader, it has entirely supplanted the 
riotously spent night, the booze-fighting, and the expensive 
cigar. If it has not entirely supplanted these, it has made 
them absolutely unnecessary. Manufacturers' general ad- 
vertising in newspapers, magazines, and in all fonns, is 
raising up a new order of salesmanship. It is creating 
a new profession, which realizes that more goods are 
sold by hard study of the peculiar circumstances which 
surround the prospective customer than by an enticing 
invitation or by boastful talk in the sample room. 



What Newspapers to Use 

If close and diligent study is made along the above 
lines, the problem of what newspapers to use becomes 
more and more simplified. Few advertisers, either retail 
or general, use all the papers in a given city or community. 



A MAN who tires of a suit before it becomes 
unfit for service, is better satisfied than 
another who buys a suit incapable of giving 
such service. 

SophomoreCIothesareyour 
insurance against disappoint- 
ment — yourguarantee of long 
enduring service and satis- 
faction. Wear 



the all wool clothes, hand-made 
by experts. 

Sophomore Clothes are dis- 
tinguished by their snappy, 
aggressive style, and by the 
permanence of their shapeliness. 

High shoulders, broad and well 
concaved, collars that snugly fit the 
neck, chests that are deep and full, 
fit and finish that is absolutely un- 
paralleled;— these are but a few of 
many features that have combined 
with exclusive style to make Sopho- 
more Clothes irresistablc. 

All the latest patterns, fabrics, and sizes. 

Let us show you our big line. You will not be made to 
feel that you must buy, but if you do, the clothes will grace- 
fully drape your figure — they will give long enduring service, 
and an ovcr-ranning measure of satisfaction, ff^e guarantte it. 



$18.50 to $40.00 
Dealer s Name Here 



One of » sories of doalei-s' newspaper advertisements that (.-rcated favorable 
eoiiiinent in the I'aeifie coast eities. This advertisement slums just enough well- 
arrangoil white spaec to lie attractive i-egardless of its neighbors appearing on the 
same page with it. It is strong in that it further appeals to the human interest, 
dwelling in the first paratrraph on a mental attitude with which every person is 
familiar. One-half reduction. Prepared and placed by the Maliin Advertising Co., 
Chicago. 
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The primary reason for this is that their financial appro- 
priations are not sufficiently large to buy a representative 
showing*in all the papers; hence the question arises, What 
particular papers should be used? 

The first thing that an advertiser should ascertain, 
when deciding where to place his copy, is, how many 
people it will reach. Years ago, the publishers of news- 
papers did not feel it necessary to state the amount of 
their circulation. Whatever may have been the reason 
for their attitude, is hard to understand, and now has 
little bearing on the question. Suffice it to say that it 
was an injustice to the advertiser, who bought and paid 
for an article with no assurance that it was delivered. 

At the present time, few of the so-called standard 
newspapers show any hesitancy in proclaiming ''to all 
whom it may concern '' the number of papers they sell. 
The advertiser is entitled to know what he buys, and 
therefore ''known circulation ' ' is the first thing to consider 
in placing newspaper advertising. 



Know What You Buy 

The quality of the circulation is the next thing to be 
considered. Pick out the paper which you have reason 
to believe is read by the class of people whom you wish 
to reach. Make the publisher show where his paper cir- 
culates; for it will not pay you to advertise a high-grade 
article in a cheap community. See that your advertising 



r 



ing opportunities lor a healthful and invigorating sum- 
mer outing. You can enjoy every minute in fishing, boating, bathing, golfing, motor- 
ing, etc., as well as obtain comfort in the many hotels and boarding houses, where 
superb meals are served to satisfy the innrr man. 

WEEK END TRIPS AT 

LOW ROUND TRIP FARES 

can be obtained Friday afternoons and Saturdays. Good for return Monday. 

SATURDAY'S SPEC/AL hacing at H30 i» a conoanimnt train, carrying 
parior and hmch car for ttU pointt f« HoUanJ and Ottawa Btaeh. {Rmtuwn 
Special Icavmt Holland 4 p. m. Sunday, arriving at Chicago 9:0S p. m.) 

Por detailed information telephone, write or call at our 

aty Ticket Office— 206 South Qark Street 
Telepbone Hatrlson 4788 

W. E. WOLFENDEN, 6. W. P. A. 

Pere Marquette Railroad 

A newspaper advertisement with a striking, original illustration which strongly 
conveys tlie idea of summer lakes and vacation days, and which serves to attract 
attention to the aecompanrinjr text, which makes the reader long for an outiog. 
Prepared by Howard Advertising Agency, Chicago. 
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is seasonable. Do not experiment in trying to sell heavy 

underwear as a part of a summer vacation wardrobe, or 
straw hats at Christmas time. Tlie public cannot be made 

to invest its money for unseasonable goods, even if you 

offer an inducement for it to do so. See to it that your 

advertisement gets the proper care and attention in the 

newspaper offices. An up-to-date publisher should be as 

anxious to bring you results as you are to get them. But 

do not try to make him break his rules for your particular 

benefit, for if he is a good publisher he will not do it, and 

you Avill be put into the class with those who will have 

to be satisfied with what they get. 

Place your advertising in the newspaper that retains 

the confidence of its readers to the same extent that you 

keep faith with the public in your advertisements. A 

newspaper that publishes the advertising of unscrupulous 

merchants who make false and exaggerated statements, 

that carries fake and fraudulent advertising of schemers 

and of get-rich-quick concerns, is not the paper for you 

to use. A large circulation may give a paper a temporary 

advertising value, even though its columns may be filled 

with fraudulent advertisements; but it doesn't take long 

for the public to learn the real character of such a paper. 

And when the reaction comes the regular advertiser in 

that paper will suffer in the same proportion as does the 

paper itself. 
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How Burlington Service 
Is Moving Freight on Record Time 

The Mr/r and spttdy distribution of the necessities and the comforts of life, has 
lon^ been one of ihe most momentous problems of modern civilisation. 

The movement of merchandise Irom the great manufacttring centert to contumert everrwhere, and 
Che trantpprtation of dairy and farm products to the hungnr markets of die dtkt "ON TIMB.*' is a 
question that has attracted the attention of the wrli*t nmt tfewnt mtn, 

Burlmpvm Frtifht Serviet, which has perfected a srstem of freight movements oo record time 
between Chicago., the Pacific G>ast and intermediate points, is the remarkable result of f€an •/ if»^ 
and txptrimtnt with through routing and the consolidation of trains, by the master minds of railroading. 



Masiaaa Sptad — lliaiaiaa Traasftr 

The ducf difficulty to overcome has 
been the elimination of timt waste and 
postihU domett through continuous Iraus- 
ftrriug of merchandise from car to ear at 
points all slonf the line. 

BuHimfiom Servie*. through the per- 
fection -of its trackage, iu fine equipment, 
its blodc sign^ systems, and through the 

Cat volume cf freight which it handles, 
ugurated a series of thnmch merchan- 
dise cars between Chicago, Seattle. Los 
Angeles and San Prsndsco. Salt Lake Qty, 
Blfings, Denver, Omaha, St. Paul and 
Minneapolis, Kansas City. St. Louis and 
other points. And a perfect armngemtia 
fee denmrini cars to connecting lines on 
THEIR sekedmk hnw. 

The result has been a freight servioe 
which in cffice.icy and >p«ed is a splendid 
parallel \o BurlingUm Passenger Service. 
And Bnrkn^on trains are now tran^yort- 
ing the dairy, grain and other produfis of 
the fann to the'dties with the same dis- 
patch and the same eflideney with which 
they are moving the dry goods and n^nu- 
factuced products of the cities to the people 
of the country. 



mil 



aff This Sarvica 



BnrUnglon F^gkt Service re p resen ts 
more than 9,000 miles of track between 
Chicago, the West and the Northwest. 
traveniag eleeen great states and reaching 
1,130 munidpalitaes. 

About 100 rapid and splendidly equip- 
ped freight trains Bwve over this immense 
s^tera rwry day in Ike year with the pre- 
cuion of passenger servioe and the very 
lowest minimum of transferring and time 
waste that has eeer been possible in mod- 
em railroading. 

56.000 freight cars are constantly feed- 
ing the products of the world to 1,130 
dties and surrounding territory a'ong the 
lines of the BnrUtiglon Route 

Only the tremendous demands of such 
a great number of healthy and fast grow- 
ing dties for the necessities, the comforts 
and the luxuries of life could stimulate the 
need for 8u:h a remarkable freight servioe. 
and only the unlimited resourofs, splendid 
organisation and perfect equipment of such 
a road as the Biatinglan could make it a 
reality. 



nt Payk VitaBf btaraslad 

Bre^ man, woman and child la tfie 
country is coaoanied ia the p ro p er mo^e 
ment and distribution of (rsiglht, for upon 
its successful and espeditious haadlinc de- 
pend the food supply, the safety, the very 
existence of all the people. 

The fresh vegetables and fruits wUdi 
grace your table, still wet with the dew of 
the country, represent the w o n de r fu l speed 
of Burlington Freight Service. Your abil- 
ity to enjoy, when you want it. the handi- 
work of craftsmen a thousand miles away 
is a tribute to Burlington Service. 

Whether you are a continuous shipper of 
merchandise, or whether you merely make 
one or a few shipntents of frei^t a year, or 
even if you never have occasKn to make a 
frnght shipment, you owe vourssif the 
advantages which a study of the hand- 
ling of freight affords. ~ At least, you owe 
yourself the know te dge of what a great 
tailfoed— THB BURLINGTON ROUTB 
— is doing to bridge the distaaca b e t we en 
yon and the oocaf acts of lUa. 



iuflinPlon 



For freight mformutiion on atiy nA^mt, wtkm or t wh p h&m 



C A. JOHNSON, COMMERCIAL AGENT 

Burlington Routt » 1120 G>nunercial National Bank BtriliHng 

CHICAGO 



Que of the series of successful freight advertisements which appeared in 
Cliicago papers. Two-thirds reduction. Prepared and placed by Nichols-Finn Co., 



Chicago. 



Don't Put it Off 



Unto Nitrht 



Carry Cascarets with you — in pocket or 
purse. Take one the moment you need it 



In the old days of harsh physics, 
one took them at night— to miss the 
unpleasant effects. 

But Cascarets bring no griping, 
no pain. Their effect comes largely 
from an extract of bark— the best 
bowel tonic known to medical sci- 
ence. 

They are dainty and palatable— 
sweet candy tablets; yet they are 
immensely effective. 

The thm box can be carried in 
the vest pocket or purse. When 
you feel that the stomach or bowels 
need help, take out a tablet and eat 
it. Save the day — end the trouble 
at once. There is no need of wait- 
ing until night. 



Let us send you a box. Learn 
how effective they are, yet pleasant 
and gentle. Millions of people have 
ceased the old-time harsh physics 
and are using candy Cascarets. 

One Box Free 

We will gladly mail you one full- 
size box for trial — only one to a 
family. Please send us your ad- 
dress—now before you forget it— 
and let Cascarets themselves prove 
their merit 

Sterling Remedy Co. 

Wheeling, W. Va. 



(S) 



Cascarets are sold by all drugsiats— 10c, 25c and 80c per box. 
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The Sterling Remedy Company through its newspaper advertising of Cascarets 
is a monument to the efficacy of general newspaper advertising. It is the largest 
institution of its kind in the world. This is one of a series of "all-type" adver- 
tisements which appeared in nearly all the leading newspapers in the United States. 
Prepared and placed by Lord & Thomas, Chicago. 




FTriJEmgle 

S^ RPrCdU ars 

*• the Collars of QualHy" 

Tlie ■hminc baiton &o}e fat clow 
fitting •hapet, make* tke collar ea^ 
to button, pwreuUaGiluw ttnd keep* 
Um point* together. Ranibiceclt^n 
Stout Stmy, it can't yrtml or tear oub 




These two advertisL'iiientB are striking exaiiiploB tif what I'an be accomplished 
in small space. They are forceful ads that attract the eye and hold the attention. 
These advertisements show thought and study along psychological lines. They 
have appcare<l in nearly ail leading papers. Prepared and placed by The Federal 
Advertising Agency, New York City. 



This Itlaok and white effect makes 50 linos look twice the size. Part of a 
familiar series appearinfi in leadins daily papers. Prepared and placed bv H. W. 
Kastor & Sons Advertising Company, Cliieagu, St. Louis and Kansas City. 




strong, attractive newspaper copy. Text and lieadlines well balanced. Pre- 
pared and placed by J. Walter Tliomppon, Chicago. 



Just a Plain Slice 
O* Bread and Butter 



Tastes "awful good" to thft kiddies. 
How about your bread and butter? 
Seems to taste entirely different from 
those after-school %\kc6— doesn't it f 

Then you must get the HOIiS(|n 
habit. HOJUSOK is the bread that 
brings back to srown folks the old zest 
for)usta plain slice o' bread-and-butter. 
HOItSUM is mixed and raised and 
kneaded and baked clean, pure and 
right. Home hands and kitchen and 
oven can't do it as perfectly. 

Every loaf comes tealed agaiiut od(M« 
or anything unclean. Costs 10 cents 
a dotJ>le size loaf that cuts the best 
•hi^Md slice. Sold at good groceries. 




Baked by 

Hie Yoimg & Swain Baking Co. 



Simplicity is tlie strong 
point in tliis adveHisement. 
The figures of cliildren in 
tlicir natural poses ore about 
as likely to attraet the at- 
tention as any other form 
of illustration. Prepared 
and placed in newspapers hy 
I^ng-C'ritclifield Corpora- 
tion, Chicago. 



Artistic newspaper copy and arrange- 
ment. One of a series of profitable piano 
advertisements which appeared in Chicago 
newspapers. Prepared and placed by J. 
Walter Thompson Co., Chicago. 



At the 

vose 

Store 

Vose is a well-known name. 

It is the name of a famous 
piano. 

The Vose Piano is the result of 
over SO years of constant study 
and effort to make it perfection in 
tone^ design^ and construction. 

When you buy a Vose, you buy 
what is most attractive in a piano. 

The Vose is a quality piano 
through and through. 

Its individuality of tone charac- 
terix£S it abo^e all else. 

We invite You to Hear 

the Vose Pianos — Uprights, 
Grands and Little Grands. 

Our salesmen are thoroughly in- 
formed and will gladly point out 
to you the features of these dis- 
tinctly superior instruments. 

There are many Vose Pianos in 
good use today, after giving lasting 
satisfaction for three generations 
in the same family. 

Many styles and kinds of ex- 
cellent standard makes which have 
been taken in exchange offered at 
very low prices. 

You may pay cash or by easy 
term payments, just as you wish. 

Good pianos rented at $3.50 
"the month. 

V!m« & Song Piano Co, 
246 Waha»h Avmnum, Chietiwo. 



An attractive illiistiation and a few inteictinji facts well presented. General 
effect of advertisement is pleasing. Preparet! and placed by George Batten Com- 
pany, Xew York City. 



Why They're Better 

Tbe chaiceit soft winter wheat is milled into flonr by melhodl that letaln the 
goodness, grain sweetnEss and nuliiment. 

The Boni BO made is mixed into the dough bj a recipe that is all om own, 
designed to produce the acme of cracker Savor and deliciOQSness. AH is done 
by immacalately clean (and cleanly) machinery — hands are not used. 

Only pure artesian water from oui own deep wells is used. 

Baked in white tile ovens to a crackly, crispy cracker that pleases in the 
"bite" almost as much as in the taste. 

Packed in packages that are proof against dust, dirt and moistoxe — anything 
that might make a good cracker less good. That's why 

SODAETTES 

arc supreme Soda Crackers 
It your grocer says he does not keep "The Crackers that Brown Makes" ask 
him to get ihem for you. If he is unwilling to trouble himself for your pleas- 
ure and convenience, write us and we wii! see that you are supplied. And just 
remember-— the factory where are made "The Crackers that BrowQ Makes" 
is not controlled by a trust — that's why we say 

"Made in Texas for Texons*' 

BROWN CRACKER ft CANDY CO., Dallas— Ft. Worth— San Antonio 3 



A good lieadline and ilhistration which shows plainly the article for sale, 
followed by copy detailing the nu'thod of miimifacturtT to subptanfialc a claim of 
superiority. Trepared and placed ia newspapers by D'Arcy Advertising Company, 

St. Louis, Mo. 



A good illustration and typographical display, which enables the reader almost 
at a glance to grasp the essential points the advertiser is aiming to impress. Pre- 
pared and placed in newspapers by D'Arcy Advertising Company, St. Louis. 
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Front and back cover of one of the most 
popular of the present day monthly maga- 
zines. No expenditure is spared and no 
effort overlooked by the high class, legiti- 
mate magazines in giving its i-eaders the 
best that can be produced. There is not 
a more welcome visitor to the home, a 
better educator, or a finer exponent of 
bigh class publicity. 
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PART IV 



THE MAGAZINE IN NATIONAL ADVERTISING 

By T human a. DE WEESE 

Director of Publicity Shredded Wheat Company 

I am asked by the editor of this work to write on the 
magazine in national advertising. One could not write 
on national advertising without particularly emphasizing 
the magazine. It is all there is to national advertising. 
The newspaper is sutDreme in the local field. There is no 
longer any conflict between magazines and newspapers 
as to which is the better advertising medium, except when 
a superficial advertiser gets the notion that newspapers 
are national mediums and tries to make them do some- 
thing they are not organized to do. If you were to adver- 
tise in every newspaper in the United States, you might 
be doing national advertising, but that wouldn't make a 
newspaper a national medium. The circulation and influ- 
ence of a newspaper are circumscribed by the boundaries 
of the city or county or district in which it is published. 
The magazine knows no boundaries except the boundaries 
of civilization. Its field is the human race. 

Magazines ai'e the artillery of advertising; newspapers 

177 
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are the infantry. By shelling the citadels of Doubt, the 
big guns of the artillery can bring on an engagement. 
Shelling the consumers will quite often force a capitu- 
lation, but detachments of infantry thrown against the 
weaker places is good strategy in publicity warfare. The 
big guns of the magazine artillery have more carrying 
power, but it is the constant ** ping-ping'' of the news- 
paper infantry that drives the purchasing public into places 
where the goods can be bought. 



A Creator of Demand 

The magazine creates a demand for a commodity 
through national advertising. The newspaper localizes and 
focalizes this demand by bringing the consumer to the door 
of the local dealer. Intelligently used, the new^spaper may 
crystallize the national fame of a trade marked commodity 
into actual sales at the various points of distribution. 

The Postmaster-General says that every time we lick 
a two-cent stamp we are paying one cent toward the cost 
of transporting the periodicals of the country. And what 
of it? Isn't it just as easy to lick a two-cent stamp as a 
one-cent stamp? The gum doesn't taste any better on a 
one-cent stamp than it does on a two-cent stamp. The 
periodicals have to be paid for, and it is easier to pay for 
them in this wav than it is to hand out the cold cash for 
them. Besides, some one has to pay the cost of send- 
ing roll-top desks, pumpkin seeds, and laundry bundles 
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through the mails on Congressional franks. Why not let 
the magazines pay for it? They are rich, and can afford 
it more easily than the newspapers. 

The evolution of the modem ma"gazine from a monthly 
mirror of fashion — a purveyor of patterns for female ap- 
parel — into a positive force in government and politics, 
is the most interesting chapter in the wonderful story 
of twentieth-century journalism. It is a far cry from 
Godey's Lady Book to the modem magazine, which is a 
recognized force in. politics and business. More interest- 
ing than this, however, is the story of the great national 
enterprises and industrial establishments that have been 
built up entirely through the advertising pages of the 
modern magazine. 



Originality of Magazine Advertising 

Any comprehensive survey of the creative power of 
magazine advertising w^ould embrace a history of our 
industrial progress for the last quarter-century. The 
great specialties that have contributed to the convenience, 
comfort and luxury of the human race have been launched 
and developed through national advertising. After these 

« 

specialties have become staples, in common use in millions 
of homes, we are apt to forgqt the circumstances of their 
origin and the manner in which they w^ere started, through 
magazine advertising. It is. easy to recall the names of 
many commodities originated; introduced, and brought 



striking artistic effect is hard to obtain in both newspaper and magazine ad- 
vertising unless at a great expense to the advertiser. When such expenditures 
are made and the advertisement is inserted in equally high class publications, the 
in vestment, will be a good and profitable one. This is one of the most artistic of 
recent advertisements of this kind appearing in the national magazines. The art 
work, type and arrangement shows thought and study and will catch the eye of 
the magazine reader. Prepared and placed by H. W. Kastor & Sons, Chicago, 
St. Louis and Kansas City. 
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into almost universal use through magazine advertising. 
It was the magazine that created and developed amateur 
photography, and that finally embedded the word ' * kodak ' ^ 
in the common language of the people. It took Edison's 
wonderful toy, the phonograph, and developed it into a 
machine which fills thousands of homes with sweet mel- 
ody. It introduced the safety razor, the shaving stick, 
and the shaving powder, teaching bewhiskered humanity 
how to escape the thraldom of the barber shop. It revo- 
lutionized business correspondence by the introduction of 
the typewriter, and still further facilitated the transaction 
of business by popularizing the fountain pen. It has 
given national fame to trade marked brands of ready- 
made clothing, of furniture, sanitary supplies, watches, 
hats, underwear, and soups. It has educated thousands 
of men on the uses and necessities of life insurance, 
and persuaded them to make provision for their families 
against want and suffering. It has given us the ''Ange- 
lus," to evoke sweet music from the neglected piano; 
Crystal White Rock water, for our table; Sapolio and 
Old Dutch Cleanser, to brighten up the kitchen; whole- 
some and nourishing Shredded Wheat Biscuit, and Jones's 
Little Pig Sausage, for our breakfast; fifty-seven varieties 
of soups, relishes, and other foods, for our luncheon; delic- 
ious gelatine preparations, for our desserts; and a com- 
fortable Ostermoor, to lie on at night. Through pages 
of automobile advertising that represent the highest skill 
of the artist and writer, it is building mammoth industrial 
establishments in great centers of population, and is tak- 




This advertisement is featured by an unusually beautiful illustration and 
typographical display. Prepared and placed by Crnmer-KrasseJt Company, 
Milwaukee. 
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ing millions of people from the city out into the country 
highways, along sunlit meadows, and by singing brooks. 



Comparative Advantages 

It is easy to point out the advantages of the magazine 
as a medium for national advertising. And what we say 
in this connection, bear in mind, refers only to national 
advertising. No one challenges ihe preeminence of the 
s newspaper as a medium for the local merchant and the 
local advertiser. The newspaper has no competitor as a 
medium for carrying the message of the local merchant 
directly into the home of his customers. It is true that in 
the larger cities the street cars are making a successful 
bid for the advertising of local merchants; but while the 
street car may effectively reach a certain class of cus- 
tomers, and a certain percentage of the population, its 
limitations are too obvious to need extended discussion. 
It can never hope to take the place of a medium which 
takes the merchant's message directly into the hoihe, 
where it is seen at the time of the consumer's greatest 
mental receptivity, and under conditions that make a 
more definite impression than the street car could pos- 
sibly do upon the casual passenger. 

Many of the advantages of the magazine come quickly 
to the mind of even the most superficial student of adver- 
tising. In the first place, the magazine page stands alone, 
separate and distinct from any other form of advertising. 



One of a series of a<\? used in maeazines of nationfll circulation to introduce 
a new lilonil of coffee. Special attention- has been given to obtain a unique 
tyiingrapbieal etfeet. Tlie name of tlie brand is calculated to carry conviction of 
goodness in flie mind of every housewife who reads the magazines. Prepared and 
placed by Mahin Advertising Co., Chicago. 
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The magazine page is not grouped with a miscellaneous 
hodge-podge of all sorts and varieties of advertisements. 
It doesn't compete with patent . medicines, ''fake'' or 
fraudulent advertising, for the attention of the reader. 
It represents "the bull's eye method" of advertising. 
The attention of the reader is not diffused or diverted 
while he is looking at it. His attention is concentrated 
upon that particular advertisement to the exclusion of 
all other interests; and hence the probability of a more 
definite and positive impression. The newspaper cannot 
present so clean-cut, isolated an appeal to the attention 
of the reader. Its shape and form present mechanical 
difficulties which are insurmountable. 



Life and Length of Service 

Another obvious advantage of the magazine advertise- 
ment is in its long life. The life of the magazine adver- 
tisement depends on the home or the family which takes 
the magazine and reads it. In the case of many homes, 
the life of the magazine is limited only by the life of the 
home ; for it is a fact that in the case of mail-order adver- 
tising, orders are received for commodities in answer to 
advertisements printed many years ago. The receipt of 
coupon requests for a cook book clipped from magazine 
pages is an almost daily occurrence in the office of The 
Shredded Wheat Company, although the coupon style of 
advertising has not been in use since 1904. In most homes 



A well con?truct(?il advert iseiiipnt desiimed to reach both the ^neral public 
and the dealt'r. t'opv i-iii[>lia^iKi's t-upcrLor (|Tiiility and does so in a "itifferenf 
way. I'reparft! and placed h_v f.ong-rritdifield '.'orjtnration, (.'liitiigD. 
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the life of the magazine is from thirty to ninety days, 
during which time it is read and reread by members of 
the family, by visitors, callers, and members of neighbor- 
ing families. The magazine advertisement may be said 
to be ** alive" and **on the job'' for a year after its publi- 
cation. The fact that, in binding the average magazine 
in the average home it is now the custom to bind in the 
advertising sections, is a most impressive and significant 
tribute to the artistic beauty and literary merit of modern 
advertising. The life of a newspaper at best is only twen- 
ty-four hours. It is not intended to live longer than this, 
for the reason that in twentv-four hours it is quicklv fol- 
lowed by another picture of the world's events, w^hich is 
supposed to supersede, and in many instances completely 
to nullify, that which has gone before. The feature of 
the newspaper advertisement that balances and compen- 
sates for the short life of the paper is the continuity of 
the advertisement, and its repetition from day to day. 
The newspaper, to be of any value to the advertiser, must 
make up in continuous daily repetition what it lacks in 
long life. 



Magazine Circulation 

While magazine circulation covers the nation thinly, 
there is no question but it reaches the intelligent, edu- 
cated, discriminating, well-to-do elements of the popula- 
tion. The purchasing power of the average magazine 
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family is admittedly and obviously much greater than 
that of the family which depends entirely upon the news- 
paper for its reading matter. The taking of one or more 
magazines, through yearly subscription or otherwise, pre- 
supposes certain standards of taste, education and pur- 
chasing ability. This has manifest advantages for the 
manufacturer who is putting out a commodity the possible 
consumption of which is limited to certain classes of peo- 
ple. The fact that he can reach through the magazine 
the particular class of people which is naturally interested 
in his product enables him to avoid what is known as 
w^aste circulation, which is the source of the greatest loss 
in national advertising to-day. The percentage of pos- 
sible purchasers of safety razors, talking machines, sus- 
penders, typewriters, piano players and automobiles is 
much smaller than the percentage of possible purchasers 
of food products. The percentage of possible purchasers 
of automobiles in any community is small. In advertising 
an automobile in a newspaper, the object should be to 
localize the national fame already given the car by con- 
necting it with the local sales agent and showing where 
the car can be seen and demonstrated. 

In the case of food products, it might be argued that 
the entire human race is the field for advertising the 
products. It happens to be a fact, however, that adver- 
tised foods are specialties, and are not eaten in all classes 
of homes. Even a breakfast food is eaten only in homes 
of a certain grade of intelligence where the value of cereals 
as a part of the daUy dietary is understood and appre- 



How Much of This Difference 
is Due to OatmeaJ? 



We have canvassed hundreds of homes 
which breed children like these. And, we 
find in the tenements — where the average 
child is nervous, underfed and deficient — 
not one home in twelve serves oats. 

Among the highly intelligent — where 
mothers know food values — seven-eighth j 
are oatmeal homes. 

In one university, 48 out of so of the 
leading professors regularly serve oatmeal. 
Among 12,000 physicians to whom we 
wrote, tour-fifths serve their children oat- 

The average daily serving in the finest 
hotels is one pound to each 18 guests. 

Boston consumes 22 times as much oat- 
meal per capita as do two certain states 
where the average education is lowest. 

It is everywhere apparent that the use 
of oatmeal is directly in proportion to the 
percentage of the well-informed. 



A canvass of 61 poorhouse* shows that 
not one in ij of the inmates came from 
oatmeal homes. Only two per cent of the 
prisoners in four great penitentiaries had 
oatmeal in their youth. In the lowliest vo- 
cations very few are found to be oatmeal 
bred. 



Sci^itific Opinion 

This seems to confirm scientific opinion 
that a child's fitness depends largely on 
food. Oats are richer than all other cer- 
eals in proteids, the body-builders — in or- 
ganic phosphorus, the brain-builder — in 
lecithin, the builder of nerves. They form 
the best-balanced food that Nature sup- 
plies, especially for the years of growth. 

Quaker Oats 

Ju»t the Richest Oat» 

Quaker Oats i? made of just the richest, 
plumpest oats, selected by 62 sittings. We 
get only ten pounds to a bushel. Millions 
know that these selected 
oats, prepared by our 
process, form the most 
delicious oat food in ex- 
istence. And the cost is 
only one-half cent per 
dish. 

Regahrniepaduge,10c 



Tla pricH Bstsd 



■d dauotappl* 
Wul or Smth 



The Quaker Oats Comp&ny 



CHICAGO 



Look for tha 



Sharply contrasting illustrations which, re-enforced by the convincing statistics 
following, bring out forcibly the nutritive values of the food advertised. Prepared 
and placed by Lord & Thomas, Chicago. 
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ciated. In the case of Shredded Wheat we have found 
that its consumption is confined to a certain class of homes 
where the mother or housewife actually purchases the 
food that goes into the home, and where the dietetic argu- 
ments behind the product have been presented to her in 
such a way as to convince her of its wholesomeness and 
healthfulness. It is true that we make extensive use of 
the newspapers, but it is entirely to supplement and local- 
ize our national campaign, and in selecting the mediums 
we quite often take the papers of smallest circulation, 
because we happen to know that they reach a larger per- 
centage of the kind of people who can usually be reached 

« 

by the arguments of cleanliness, wholesomeness and di- 
gestibility which lie behind our products. The backbone 
of our business is national advertising in national mediums 
that cover the entire country, supplemented by newspaper 
advertising in localities where our agents, samplers and 
demonstrators are doing special work. No other adjust- 
ment of the advertising problem is logical or sensible. 

Advertising in the magazines for the national adver- 
tiser avoids trouble and conflict with local merchants. 
There is very little danger of inviting the opposition of 
the local merchant where the manufacturer uses the re- 
tailer as an important and essential part of his machinery 
of distribution. The intelligent retailer will regard na- 
tional advertising in the local newspaper as an aid to his 
business, helping him to move the product off his shelves. 
When the manufacturer is inclined to step over the head 
of the retailer, however, and go direct to the consumer, 



The suggestion of "a free trial" is 
a strong factor in advertising. Lavisli 
use of "free samples" is not advisable, 
as it detracts from the value nC tlip 
article. In this copy tl'.e "free trial" 
ifl featured in a dignified, forcofnl way 
and does not cheapen the article ndver- 
tisod. Prepared and placed by Lord & 
ThomaB, Chicago. 



To Every Woman 
One Box Free 

We want to send to every girl and 
woman a box of assorted dainties. 

They are biscuits that are better 
than bonbons — different from anything 
that you ever saw. 

We cannot describe them, so we 
want to send them and let them tell you 
about themselves. They are called 

Sunshine 
Specialties 

There are muij itylei of SuDihine Biscuits, 
(rom tada cracicerB up. And eich is i ma*- 

They come from the world's fineii bakeries 
^the bakeries witli ■ thousand windows. 

But (hese Suoshioe Specialties ate biscuit 
cocfeccions. You have never tasted anything 
like them. 

Simply send us your address and the name 
and address of your grocer and wc will mail 
you an assorted box. Do this today — now, 
before you forget it. Then judge for yourself. 



Loose-Wiles Biscuit Co. 

Ckuavwar Straet 
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the retailer is very apt to protest against the advertising 
of the product in the local newspapers; and as the adver- 
tising of the local retail dealer is more valuable to the 
average newspaper than the advertising of the manufac- 
turer, the newspaper cannot be blamed it it favors its own 
local business and the interests of the communitv wtiich 
it ser\^es. In the case of pure mail-order advertising, of 
course, this opposition is more pronounced. 



Cost of Space 

The magazine also presents a decided advantage when 
we come to consider the cost of covenng the national field 
with a manufactured commoditv. In order to cover the 
national field in the newspapers it is necessary in most 
instances to pay for a vast circulation that has no possible 
purchasing value. A page advertisement twelve times in 
fifteen leading magazines of largest popular circulation 
would cost about $50,000.00. Tlie cost of the same maga- 
zine page every day for one year in two newspapers in 
each cit}'^ and town in the United States of 10,000 popula- 
tion and up would be about $1,500,000.00. Take another 
group of national mediums, such as the Saturday Evening 
Post, Woman's Home Companion, Delineator, Ladies' 
Home Journal, Harper's Weekly, Collier's Weekly, Lit- 
erary Digest, and Associated Sunday Magazines, which 
reach over six million readers, and this same magazine 
page would cost about $75,000.00. 



The SWs Rays Increase Factory Profits 

D f .y F wii U i Safil 9t>d Wmirw 5a* bmi IS r« «•■<■« (fh hr {Ktmu Iki r 
p^ETROIT.FENESrlU SASH »i»i,v. fci t.mpli ii»«iso-n>B MinulKiunnt «<rui< 



itaTj^^JT^i."' J!I 'ir^ SfrtW Stio*! WliMl€«f Suh In Standard Sin* i3^=S^S£_ 



™l^,«,. ^ ft™ hnn- 1~— - AKhii™ .ml «ro«> -t- m^ 1- tilNnt liv ~pw.t^ I T. -in J!'<STS:ST^^ c... | 

DETROIT STEEL J|RODUCTS COMPANY 

DepMrtment SS Detroit, U. S, A. 



A well sot up advertisement with good photographs which illustrate clearly 
the logical facts brouglit out in the copy. Treparcd and placed by Long-Critcli field 
Corporation, Chicago, 
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When it comes to dealing with newspapers, the adver- 
tiser is quite often confronted with difficulties that arise 
from lack of business methods and system. It is only in 
the last few years that the newspaper in certain cities of 
a certain size has been transformed into a business propo- 
sition, and put on a business basis. The advertising rates 
are often variable and elastic, being one rate for the local 
merchant and a different one for the national advertiser. 
Fortunately, the great advertising agencies, which have 
developed most of the national advertising of to-day, are 
gradually lining up the newspaper publishers, and bring- 
ing them to the point where they can do business with 
them on the same basis that governs their relations with 
the magazines. In the matter of uniform rates and lower 
cost per capita for reaching possible consumers with a 
national proposition, the advantage of the magazine is 
unchallenged. 

And now we come to what is perhaps the greatest of 
all the advantages which the magazine possesses as a 
medium for national advertising — namely, that which it 
derives from its editorial dignity and influence, together 
with its literary prestige. 



Literary Value 

Perhaps you think this is of no value to the advertiser. 
It would seem to require only a superficial study of the 
subject to impress the logical mind with the fact that the 
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literary tone and prestige of a magazine are a most valu- 

■ , 

able asset in advertising. A certain magazine has a repu- 
tation for breadth of editorial treatment, for unwavering 
accuracy and high literary tone. Every advertisement in 
that magazine partakes in a measure the dignity and tone 
which pervades it, and the reader unconsciously attaches 
more weight to its advertisements. Such names as Dr. 
Albert Shaw, Walter H. Page, Dr. Ljonan Abbott, Hamil- 
ton Wright Mabie, Colonel Harvey, Henry M. Alden, Will- 
iam Dean Howells, Richard Watson Gilder, Cyrus Curtis 
and Edward Bok cannot fail to give a certain weight to 
the advertising carried by the publications which they 
direct, no matter how little responsibility they may assume 
for their tone or accuracy. Behind the modern magazine 
which has any standing or influence is a personality that 
stands for culture, catholicity, and conscience. It is im- 
possible to escape the conclusion that the dignity and 
strength imparted to a magazine by able editorial direc- 
tion forms a substantial and respectable background for 
the advertising pages, and commends them to the more 
careful consideration of the reader. 

The newspaper throws a motion picture of civilization 
on the white screen of publicity. The magazine holds the 
picture there until it brings out all the lights and shadows 
and gives to human intelligence the proper perspective. 
We need the clean, independent, fearlessly edited news- 
paper to give us a daily picture of the world's happenings; 
but we must look to the magazines — and a few ably edited 



Copy which has much information of interest to the housewife and vlescribes 
fully the paiiicular advantages of the article advertised. Prepared and placed by 
George Batten Company, New York City. 
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newspapers — to keep alive and alert the public conscience, 
to give vital and vivid expression to the higher ideals 
of life. 



This page advertisement for a well known brand of beans sliows linw a coa- 
tingency comninn in overv lioii^oholil^nnexpectcd guepts — is n'.et tii the gatis- 
faetion of all by having on band a supply of tbe article a<Iverti=ed. Suggestion 
is liere made uw of in a striking way to influence tbe housewife. Tbis advprtise- 
meut was designed by a woman for women. Prepared and placed by Mahin 
Advertising To., Chicago. 



A good illustration of an article diffienlt 
to picture. Copy which brings out the 
cleanliness and comfort of the merchandise 
for sale and is neatly set. Prepared and 
placed by Otto J. Koch Advertising Agency, 
Milwaukee. 



Here is a suggestion for ad- 
vertising a city. This is part of 
a campaign that started last 
April with a page in one of the 
national weeklies. Prepared and 
placed by Mahin Advertising Co., 
Chicago. 



In this advertisement, which was nsed in the magazines, the reader 
catches the relation between the looks of the package and the actual delicacy in 
use. The argument tells of the actual goodness of the article, and tlie display 
phowing the word "Libb/s" large, and the use of the animate trade mark — Libby's 
maid — is intended to carry on the uniformity of Libby's advertisements that ha& 
always been maintained. Prepared and placed by J. Walter Thompson Co., Chicago. 



During the past few years more fruit and irrigated land lias been sold througli 
advertising than by any other method. The above is one of a series of successful 
magazine land advertisements. Prepared and placed by Lord & Thomas, Chicago. 



Btuy-Day Dinner* Unmxpectmd GllMf* 

Here is a dish that everyone likes — a food as hearty as meat — 
a meal that would take you 16 hours to prepare. 

A dish that remains fresh and savory. It can be served hot or 
cold. The best meal of the kind that a chef ever prepared. 

And your grocer supplies it — ready to serve in a minute — at 
about the cost of home-baked beans. Think what it means— in a 
hundred emergencies — ^to have a few cans of Van Camp's on the shelf. 

And Van Camp's are baked in steam ovens. The result is baited beans at their best — beans 

Not crisped, not brolteo— always nut-like, mealy n,ade inviting. And as beans are 84 per cent 

and whole. nutriment— hearty, sUple and cheap— they cut 

They dont ferment and form gas, as do home- . 

baked bwns. bewuM the fier« heat has made <*°''" ^^^ ■""» '""^' '" ^^'^^ ^"^ "^ '"«'' »"«»• 

them digestible. ''hen you serve beans that people like. 

The -tomato sauce is baked into the beans, giv- So Van Camp's are more than convenient 
ing a delicious blend. 

Yan@inpls-3- 

PORK»h''BEAHS 

Van Camp's, as you know, outsell all other And our sauce costs five times what commoo 

brands. And these are the principal reasons : sauce sells for. 

We use only the choicest Michigan beans— the This dish is our pride— the final result of 48 

whitest and plumpest. They cost us four limes years' experience. Just compare Van Camp's 

what some beans would cost. with another brand, and see what our methods 

We use only whole, vine-ripened tomatoes. mean. 

*** Three sizes: 10, 15 and 20 cents per can 

Van Camp Packing Company, ^'7^'^ Indianapolu, Ind* 
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One of a series of very successful advertisements. Copy whicli tempts the 
appetite and contains good "reasons why" for the housewife. Prepared and placed 
by Lord & Thomas, Chicago. 



Good combination of illustrations and text. Prepared and placed in magazines 
by J. Walter Thompson Co., Chicago. 



This 
Beautiful 
I Home 

fWas Built at a, Saving 
of Days of Time and 
j Barrels of Cement 
I wtthth* , 

IDEAL 

:rete Block Machine ] 

•nlltaU* HaduM !■ ■ HmI Frafitekb BniiMw" ' 
awned bf A. H. firomi. Leeitmrs, lad. tl coren 
nJltentirelTofldeil Concrete BJockiSxBxlSiDcbc*. 
>ID> on Ibe Gnl floor; foni bedroomi, battaroom and 
tbe secorxd; den and utic on thin!. Floon an laid in 
qoBitei^iaiKd oajc, plaitic comicea throuffhont, dinia^ room and hall 
walnKoled. ioterior finiih of rellow pine atained to rep 
wood!) private water, If ehtlcE, hot water hcatinc plant — tol 
HttarialWMStTcd liic4SI Time Waa Saved. Bntjc 




>(CR£T£ 
RY I _ 

Write 

«,«.$.*. ^^ for our 
C&tsJotf 



This full page advertisement was the first of a series directed toward general 
publicity for a definite, patented type of concrete block machine. Its principal 
strength lies in the close association of ideas suggested — the home, the saving, the 
machine. Prepared and placed by Mahin Advertising Co,, Chicago. 



ZO lOM s ?Si l>. VoImbm 17.312 rOM 70.000 S 

MEN' who know reference books, concede that no set of volumes in onr language 
contains so many practical, usable FACTS, as does The NEW International Ency- 
ctopxdia. Its intrinsic usefulness is admitted by Masters of Facts in every walk of 
life, where they have had opportunity to examine the work. 

The IVlT'Hr INTERNATIONAL 
— iHlJ ▼? ENCYCLOPAEDIA 

Twenty-four of Harvard's professors, nineteen o( Yale, sixty of Columbia, twenty of Johns Hopkins, sixteen 
of the University of Berlin, and olhfrg uf fleidelberg, Paris, Rome, Stockhotm, Leipsic and tbe olbcr famous 
universities of the world gave their best knowledge to The NEW Intemstional Eiicyciopjedia. Into it ' 
brought and crystaiiied the essential knowledge of the world's great libraries. Authorities in every line 
were sought out and consulledin order that every particle of information offered should be absolutely 
correct The NEW International, as a publishing venture, represents the greatest work of the long 
established house of Dodd, Kleud & Co., and the public, kikowing the reputation of this bouse, / 0^4^ 

can rest assured Ihal the work is authoritative and reliable in every detail. It is the most * 
modern, and is planned in a manner that makes its information quickly accessible, a feature ^y * ' 
that appeals to every busy man. The iglo edition, now coming from the press, contains (S'y ^ ^"' **■ 
(he latest facts in the world's development Every home and every business and J?/ ^^ 

prolessional office should have a copy of this great work. It is an inspiration and 'vy ■^'"' ""' '' '""*• 
aid to every Master of Facts, and to those who would be Masters lA Facts. ^X or ob)itiatian your SD> 

^y pair croBpc^cIut - txHib at 

Send To-day for Our 80-Paiie Book ^^^ J;r^Z^^%i ^is^ 

This will tell you all about The NEW International Encyclqpiedia, 
it shows numenius examples oi its interesting articles and ol its maps J^/ 
..lid illustrations; and explains the plan and scope of the work, and ^j^o, 
our plan of paynienL 



New Vork City 



An unusually striking illustration and copy which presents the essential facts 
in an interesting manner. Prepared and placed by George Batten Company, 
New York Citv. 



After a Day's Business Cares 



In this a civerti cement of the A'elie Aiitoinobile the essentials of attraction, 
interest and conviction are combined with "differentncss."' It gets at the automobile 
question from a new angle. This advertisement has been praised for its readable- 
ness and clean cut layout. Prepared and placed by Mahin Advertising Co., Chicago. 



An Ever - Dry Salt 
Only 10c a Year 

You can have salt on your table like the salt you 
see in hotels — salt that always flows freely, never 
clogs. Yet it isn't mixed with starch. 

You can have the finest, purest, saltiest salt that 
was ever made. And the cost is only 10 cents per 
year over soggy, coarse, impure bag salt. 

Simply ask for Shaker Salt. 

Purified Salt 

Every table salt save Shaker contains considerable gypsum. And 
sypsum is plaster of Paris — a pebble formei — the basis of gravel and 
gall stones. 

We remove this ffypsum by an elaborate process — the only one known ~ and 
we own it. Shaker Salt is Bate; but every substitute conlaioa this dangerous im- 
purity. We can prove thia by Governmeat tests. 

Sanitary SaJt 

Shaker Salt conies in a paraffined box, proof 
agalDSt dampness, odors and dirt. It can't be 
contaminated. Each box has our patent spout 
for convenience in pouring. 

Von can get this fine grained, dainty, dry salt 
anywhere it you insist on il. You would not then 
go without it for fitty times what it costs. 

;ood grocers. Price (east of 
3 per box. Be sure of tbe n 

Diamond Crystal 
Salt Co. 

St. Clair, Midi. 



A well displayed advcrtisonicnt uith eopy which explains clearly why this 
particular salt ia good and is more sanitary than most others. Prepared and 
placed hy Lord & Thomas, Chicago. 



Tliis advertipement ha? an illustration which hrings forcihly to mind the ever 
present danger of fire and copy wjiich describes clearly and in an interesting 
way an article which is a valuable safeguard. Prepared and placed by George 
Batten Company, Xew York City. 



This advertisement is featured by an attractive drawing which illustrates the 
practical use of the article advertised and good descriptive copy. Prepared and 
placed by George Batten Company, New York City. 



Excellent illustrations which in conjunction with the convincing, educational 
copy bring realization of the valuable features of the article for sale. Prepared 
and placed by George Batten Company, New York City. 



Whether yoo are a wine connoisseur or an occasional buyer, this advertisement 
if carefully reac! would "ot you thinking. Why? Piret, its typographical contrast 
and general a t tract iv en pes. Rocnnd, the puocess of this wine in competition with 
other wines. Third, the price and its comparison. Courtesy of Lord & Thomas, 
Chicago. 



Logical, convincing copy which 
appeared in leading women's 
inasazines. Designed and placed 
by^H. W. Kastor & Sons Adv. 
Co., Chicago, St. Louis and Kan- 
sas City. 
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IKgufied, kigk dut trade jovwJ iucrt ueJ bj a large iboe ■anfactnrer. Snck tuerb arc 
■naOf fnniihcd bj tbe adTNtiser direct aad imerted asa part of tbe pabEcatin. It u nmt of 
tbe Boit itrikug forms of trade jootmI adrertuiig, and whik tbe cost of prepantin it couider- 
able, H ii MTcrdeleu a profitable iBTestBeat Tli« iuert a^eared ia tbe Dry Goodi Ecoioaitt 



PART V 



TRADE JOURNAL ADVERTISING 

By GEOEGE R. HORTON 
Publisher The Modem Grocer 

Trade journals may be grouped roughly into two 
general classes. 

In the first group are those trade papers which reach 
the retail merchants. These papers are studied by these 
merchants because they contain infoi-mation about mer- 
chandise," about the tendency of markets and of styles 
that cannot be obtained elsewhere. They guide the dealer 
as he buys from the trayeling salesman in the store, or 
from the manufacturer and wholesaler in the market; 
they giye him the merchandising news of the w^orld in 
the most conycnient form for his . use. As they haye 
nothing to soil, their adyice the merchant heeds. They 
furnish him plans for selling goods, aid him in writing 
his adyertising and jjreparing his window displays; they 
keep him posted about the new things in equipment and 
adyise him against unworthy methods. There is no mer- 
chant of any importance at all in the United States who 
does not subscribe to and study carefully one or more 
trade journals deyoted to the industry in which he is a 
factor. 
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Standard Oil Cloth Co., 



320 Broadway 
New York ' 



ii^ . ;^v..-^:«tiri3^„^^5K«flfiSF:J 



One of a series of leniarkably ssiiccespful trade paper advertisements in which 
various patterns of oil cloth and floor covering are used in tlie illustrations. Unique 
in all trade paper advertising as a combination of snappy illustiation which at the 
same time shows the pattern of the goods advertised. Prepared hy the Root News- 
paper Association. 
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The second group may be called the technical group 
because in it are included those trade or class journals 
devoted to technical and scientific subjects. They are at 
the elbow of the engineer, the doctor, the contractor, the 
railroad man, the banker, the worker in the mechanical 
arts. To these men of affairs they bring the latest news 
of scientific and technical research in their chosen fields. 
Whether it be the physician who reads of the success of 
a* new combination of drugs m the treatment of an old 
disease; the engineer who watches with interest the 
development of new machmery which will reduce the 
expense or increase the eflSciency in his railroad or tunnel 
building; the mechanic who studies carefully some diffi- 
cult problem in electricity or in practical metal working; 
they all depend upon their trade journal for such inti- 
mate information and thev watch it all the more care- 
fully because it is the only medium which keeps them 
in touch with the latest developments in their business 
or profession. 

As a matter of practice, these two groups are not 
sharply defined. Technical information is not confined 
to the technical journals. But for the purposes of dis- 
cussion these classes may be accepted as fairly distinct. 



A ^'Strictly Pure** List 

It is true, also, that those outside the classes for 
which the various trade journals are edited will not be 
interested in these journals. The layman or the doctor 
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will not be consumed with a desire to follow the state- 
ment, in higher mathematics, of the problem of stress 
in the stringer of a bridge; nor with the most approved 
methods of trimming the display window of a store. It 
is not reading for the mass but strictly for the class. 
Nor is there any appreciable duplication of circulation 
in papers of different classes, professions or trades. 

Therefore, trade paper subscription lists are refined 
from the very nature of the publication. There is no 
waste. They are absolutely simon pure. 

Another important point to be considered in con- 
nection with the *' no- waste'' statement is the person- 
ality of the readers. 

The first group of trade papers — those which circu- 
late to retail merchants, either reach the merchants 
themselves or those heads of departments who have 
absolute charge of the buying for their departments. 

Those of the second group reach the professional 
men, the engineers, doctors, contractors, railroad men, 
manufacturers who do their own buying either directly 
or through departments with which they are in close 
touch. A small proportion of these papers roach shop 
men in factories or in charge of work under higher 
officials. Even the latter are consulted and have a 
powerful influence when it comes to buying equipment 
and apparatus, even if they are not actual purchasers. 

Briefly, this is the personnel of trade journal sub- 
scribers. It mav well be noted that these men are 

4 

eniployei*s. They have money to spend and they spend 



B. D. A. ENGLISH MOHAIR 
HAS THE FINISH THAT 
NEVER CROWS OLD 

Long lite is a Quality ot first desirability In any 
tabrlc. 



This Is one ot the features in which English Mo- 
hair excels all other fabrics. 

The lustrous finish which serves to heighten the 
value of Its rich colorings Is there to last In undimin- 
ished beauty as long as the woof and warp ot the ma- 
terial itself. 

Note. If you please. English Mohair is one o/ the 
few fabrics that tultills our Grandmothers' standard 
of wear. 



BRADFORD DYERS' 
ASSOCIATION 



BRADFORD. ENGLAND 




An American idea of exploiting an English product to American dry goods 
merciiaiits. A neat use of a purely decorative design with plenty of white space to 
set it off, and illustrating the distinct value of the use of white space and terse 
description. Used in connection with, hut merely to aid in a selling campaign 
in whicli the trade journal was an important part. Original was printed on 
page 8»y4xl3 inches. 
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it. They read trade papers because they find it impos- 
sible otherwise to keep abreast of the advance in their 
business or profession. 

Naturally, therefore, advertisements in their trade 
journals go right to the men with whom the advertiser 
must do business. 

And advertisers, by choosing trade papers intelli- 
gently, will be able to segregate from the millions of 
readers of newspapers, weekly or monthly magazines, 
just that class of men to whom they must sell their 
product. 



The Matter of Distribution 

The importance of the class of trade. journals which 
circulate to the retail merchants lies in the fact that 
distribution is a vital factor in a successful business. 

An overwhelming proportion of the products which 
reach the consumer are sold over the counters in the 
retail stores. The merchant, therefore, holds the key to 
the situation, and the success of any campaign depends 
upon his attitude toward the goods. The manufacturer, 
importer or jobber of all merchandise whatsoever must 
make his satisfactory arrangement wuth the retailer or 
• he will fall short of that complete success he desires. 

The wreck of many an advertising campaign of vast 
proportions still may be seen on the shoals of improper 
distribution. Consumers prepared by costly advertising 
to seek the goods, asked the merchants for the goods, 
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but those merchants had not heard of them before. The 
campaign was foredoomed to fail. To illustrate, not long 
ago I listened to the discussion of a resolution — 
which later w^as unanimously adopted by the delegates 
at a national association of merchants — denouncing in 
good sot tei-ms just this sort of advertising. And these 
merchants who denounced this method of advertising as 

unfair, and talked bitterly against the firms that use it, 

§ 

were the very men the advertisers thought would wel- 
come their campaigns because they would sell more 
goods over the retail counter! 

Strange as it may seem, these incidents are more than 
common. 



Beaches the Distributor 

Speaking wholly from the standpoint of advertising, 
the retail merchants' trade journal is vitally important 
because it reaches the man who must distribute adver- 
tised goods. 

The direct-to-the-consumer phase of distribution may 
be passed over entirely in this discussion because of its 
comparative lack of importance. The head of an impor- 
tant retail mail order firm declared recentlv that onlv 
7 per cent of the consumers of this country buy goods 
direct by mail. The remaining 93 per cent patronize 
the retail merchant. Undoubtedly this mail order man 
has not underestimated the proportion. 

In opening this discussion of trade paper advertising 



In SafegaartBng your 
Ctatomer ytm 
Safegaard Yoaradf 



^ LACK STOCKINGS— dependably dyed 
¥ ^■»tt inditptntabit to every woman; 
■ you can attraa trade by selling them 
' just as surely as you can divert it by 
offerinE hose deficient in dye fastness. 

pendability in black stockinK dyein£ is 
inn the stamp of "Louis Hermsdorf Dyer." 

I interests by selling black stockings that 
ire F^ST— STAINLESS— PURE. 

thing about any black stocking is the 

siockine with inferior dye is worthless 

:ipest urade in a line that's "Hermsdorf 



am* That Stlb (A* 




The illustration adds at least lialf to the effectiveness of this advertisement. 
Tlie signature is also a trade mark on tlie good^. The talk is distinctively to the 
thinking dealer, and on a point which appeals strongly to him. 
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in SO far as it is concerned with the retail merchants^ 
publications, it should be stated emphatically that the 
publishers of such trade journals are thorough believers 
in the value of general publicity or consumer adver- 
tising. This is contrary to the generally circulated the- 
ory, but is a fact, nevertheless. 

The organization with which I am associated has 
attained its present high place in the publishing world 
because it rigorously has advocated general publicity. 
In fact, it has affiliated with it an advertising agency 
which devotes its labors to the handling of general pub- 
licity campaigns so correlated with proper advertising 
to the merchant as to secure proper distribution of 
goods before thev are widelv advertised. 

In short, the success of this organization and of every 
successful trade journal is based upon the axiom: 

If the dealer does not have it, the consumer cannot 
get it. 

So it is well to dispossess one's mind of any idea 
that the trade journal publisher is an enemy to con- 
sumer publicity. For he is not and never will be. 

The Most for the Money 

The object of every business man is to buy the 
greatest possible efficiency with his money. 

The greatest success in business comes from securing 
the same efficiency from a smaller expenditure, or greater 
efficiency from the same expenditure of money. 



This talk to the dealer, displayed in three eolora on a double sheet of heavy 
enameled stoek, was inserted in all the leading men's wear papers. The trade 
journal advertising of this firm is as distinctive as is its consumer publicity, and 
written along the same line- of appeal to the highest class. Prepared and placed 
by Williams & Cunnyngham, Chicago. 
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Volumes have been written propounding the truth of 
this principle in advertising expenditure. It is unani- 
mous that to accomplish this is the chief end of the 
advertising man. 

The trade journal publisher declares in no uncertain 
language that the greatest eflSciency is not secured by 
any expenditure which does not look toward distribu- 
tion of the product advertised. And he asserts further 
that an intelligent use of the trade journals is a most 
powerful aid to distribution. 

In support of the first proposition stated, the trade 
paper publisher points to the fact that by far the greatest 
bulk of goods sold in the retail store is not advertised 
at all to the consumer. Instances in point may clarify 
this statement. The silk the women buy in the dry goods 
store is ^ not advertised. Some brands are, to be sure, 
but the sales of these brands bear so small a proportion 
to the vast bulk of silk sold that it is scarcely to be 
compared. The same applies to dress goods and scores 
of other items. 

The canned tomatoes or canned peas you enjoy for 
dinner sell to you without consumer advertising. Your 
wife takes the word of the grocer who sells them that 
they are right, and buys them. 

The hat you wear is unknown except through your 
friend, the hat man. 

Probably it is needless to quote further instances. 
But it is significant that you may see in the trade papers 
the advertisements of silks whose name you do not rec- 



An iliuptration of higli dealer talk, whirh was displayed in three neat colors 
on lipnvy enanu'led i^tJic-k, and inserted in .ill tlie olothinji trade journals. Prepared 
and placed for Hart. Sehaffner & Mar.\ by Williams & Cunningham, Chicago. 
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ognize; of dress goods, etc., whose titles are strange to 
you; of canned goods packers whose names are unknown 
to any but the dealers; of hats you buy only on your 
dealer's recommendation. 

These unadvertised brands sell to the consumer be- 
cause the manufacturers thereof secure the co-operation 
of the dealer. 



On 'Torcing the Dealer' ' 

Some of the most expensive consumer advertising 
campaigns are carried on for the admitted purpose of 
forcing merchants to carry goods because their cus- 
tomers ask for them. While we might point to a hun- 
dred failures to one success, still the fact that there has 
been signal success in some instances is evidence that force 
can be called in. The trade paper publisher will not 
gainsay this fact. 

What he questions is the wisdom of using force when 
it is not necessary. 

If it is the chief end of the advertising man to accom- 
plish as great efficiency as possible in his expenditiu-e 
of money, is he right in overlooking distribution? Is he 
serving the best interests of his client in forcing a dealer 
to handle his goods when he might win that same mer- 
chant by other means? 

The trade paper publisher says **No.'' 

The straight line still is the shortest distance between 
two points. Advertising direct to the consumer to reach 
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the dealer is not a straight line. There is the hazardous 
doubling back upon the trail which causes infinite diffi- 
culty. While it may be successful after a long time, 
the success is won at the greatest cost of time and 
expense. For the dealer can be reached direct through 
his trade papers. 

Here enters, too, another important consideration* 
The merchants of the country are much closer to their 
customers than any manufacturer possibly can be. The 
dealer meets his customers face to face every day. He 
talks to them. Tliev are his friends and believe in him. 
And many a **force-the-dealer'' campaign has failed dis- 
mally because the advertising man overlooks this patent 
fact. 

This has been stated concretely in an announcement 
by one of the associates of trade journal publishers as 
follows : 

**Put yourself in the retailer's shoes. You're run- 
ning a store — ^j'ou know merchandise — know values — 
you're in touch with your customers — ^you know what 
will go with them and what won't, and you carry stock 
accordingly. You have been in the retail business for 
years, consequently your judgment in buying satisfac- 
tion-giving goods must be all right or you would have 
been forced to hang out the red flag long ago. 

* * Say you are carrying three brands of hosiery. 
You've been selling these goods right along and never 
had any kicks on them. 

Now let's say there are a score or more of hosiery 
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CHENEY 
SILKS 



FOULARDS finished the season in 
the primary market with such 
strength as to indicate that they will be 
even greater factors in the Spring and 
Summer selling of 1911 than in the ex- 
ceptionally successful season just past 

Cheney Brothers desire to inform the trade 
that their 
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will again be in the forefront in quality, coloring, 
and originality and exclusiveness of design. Your 
customers know how well these Foulards warrant 
their name. 

Cheney Silks include ^'Shower-Proof* Foulards, 
Florentines, Decorative Silks, Upholstery Goods, 
Velours, Velvets, Ribbons, Cravats, Velvet Ribbons, 
Spun Silk Yarns, Reeled Silks, etc. 

CHENEY BROTHERS. Silk Manufacturers. 
Ml Broome Street. New York City 

79 Chaancy street 929 Chestnnt Street Heyworth Building Chronicle BuUdinf 
BOSTON rHILAO£,LPHIA CHICAGO SAN FRANaSCO 



An announcement which hriefiy j-ets forth a trade condition wliich dealers must 
meet. A dignified, well-arranged statement, ?et off by a judicious use of white space. 
Would have been improved by illustration, which is used by competition. 



244 LIBRARY OF ADVERTISING 

manufacturers who are advertising in the magazines 
telling consumers to ask their dealers for each of these 
particular brands. Do you think these straggling in- 
quiries scattered among these score or more of brands 
would force you to stock even a fraction of them? As 
a retailer you would probably figure where you v^ould 
come out if you attempted to run your business accord- 
ing to the wishes of the kind friends who start out to 
create a demand for you, without consulting you or 
taking time to tell you beforehand, the why or where- 
fore of their goods. 

**Then apply this same method of reasoning to the 
hundreds of other articles you, as a live retailer, must 
carry — staple stuff in daily demand. Would you be 
tempted to order a trial lot of everything under the 
sun that people are told to ask you for? Not much! 
You would be more likely to continue managing your 
own business — selecting your own stock for your own 
reasons and with the satisfaction of the majority of 
your customers in mind, always. 

**0f course, if somebody did spend a barrel of money 
to cause such a stir that quite a few customers asked 
for an article, you would probably carry it, but it would 
be a physical impossibility to carry everything merely 
because it was advertised to the consumer. . . . 

** Answer this: Can the average dealer begin to sup- 
ply the hundreds of magazine-advertised articles? 

**No! and here's why. Dealers cannot sell goods they 
haven't got merely because a number of manufacturers 
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didn't take the trouble to secure proper distribution 
before they started to create a demand. 

**The foundation of a selling campaign, the all-impor- 
tant matter of distribution of your product begins with 
the dealer. Get the co-operation of the dealers and you 
get something that money or competition cannot take 
away from you. Build your structure from the foun- 
dation up — then and not till then — if you want to help 
the retailer — go ahead creating demand; he'll appreciate 
it and you'll profit by it because the dealers will be able 
to supply the demand." 

Now all this is elementary. But many advertisers 
seem to lose sight of this elementary fact. Probably it 
is because so many advertising solicitors have so little 
knowledge of the merchandising end of any business. 
On paper it may seem perfectly logical to declare that 
once the consumer is interested the dealer must stock 
the goods or go out of business. But the fallacy of 
the statement has been proven so oft%n in practice that 
it seems a pity it should continue to *'work." 

Not long ago the famous ** Anti-Substitution Cam- 
paign" failed utterly. The merchant could not stock 
with all advertised goods. Suppose a customer were to 
ask for Mennen's talcum powder. Would the dealer be 
a scoundrel and a knave to substitute Colgate's talcum 
powder because he did not handle Mennen's? Both were 
advertised. 

This question of distribution is so important that I 
have dwelt upon it at length. It is with this important 



Van Dyke Delivery Mhfion 



Does Work of Three Horse-Drawn Watjons at One-third the Cost 

This strong statement sums up the whole story of the VAN DYKE delivery wagon. It is based 
upon actual tests during a long scries of experiments. For the VAN DYKE vehicle is the fint 
commercial motor car built expressly for light delivery purposes and for nothing else. . It was built 
with this one purpose in view— motor, frame and body— a delivery wagon manufactured exclusively 
for your use in delivering goods to your customers. 



have dared to take 



e have taken 



So thoroughly have we gone into the matter of making a 
are that the VAN DYKE DELIVERY WAGON is the one . 
3 Step that no other motor car manufacturers ever have taken ( 
that leaves our factory is sold on the 

Van Dyke Guaranteed Service Plan 

A tBVELATION AND A ■EVOLI/TIOK IN IIOTOB CAI HANUrACTUBE 

The \XN DYKE DEUVESY WAGON Is the only power-driven 
vehicle sold which the mannfactnrers ifaorantee to maintain and 
operate for the purchaser at a fixed price ot Sl.OO a day. 

This is the feature which places the VAN DYKE DELIVERY WAGON in a class by itself. 
Under this guarantee the cost of maintenance is fixed absolutely in advance. This cost includes 
everything, even to washing the car daily so it always has a vood appearance. It includes a daily 
inspection of the machine to be sure the motor and mechanical parts are in good condition. If your 
VAN DYKE is out of service in any way, we furnish another car to take its place. More than that 
we cannot do nor could you ask us to do. You know from the first just what your VAN DYKE 
will co« you to run and that cost will never vary. That's our GUARANTEED SERVICE PLAN. 




Dt ddiirerr fifURL Tht VAN DYKE 



The 



Motor Car Company 
DETROIT - - - MICHIGAN 



COUFON 

VAK DYKE HOTOt C«R CO.. 



Tlie drawing? .tell? the sfstory at a <j:lance. So thoroii<]jhly is thi? the fact that 
the company secured over :^()() cou}X)ns from readers of tlie trade paper in wliich 
tliis advertisement was published. Every person who replied was using from 2 to 30 
wagons. Another illustration of the necessity of telling the str^ry, even if it crowds 
the space somewhat to do it. 
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problem that the present-day trade paper publishers have 
to deal. Their function is to aid the manufacturer in 
the distribution of his product through the dealers. The 
present-day trade paper publisher has made a careful 
study of the problems of distribution. He maintains a 
department of experts to aid the manufacturers by giving 
of their experience in securing the co-operation of the 
retail merchant. 



Why Merchants Bead Trade Papers 

The retail merchant in this country who does not read 
one or more trade papers is a merchant to whom no 
manufacturer would care to risk an extension of credit. 
The trade paper has done more for the advancement of 
merchandising methods in this country than any other 
one agency. 

The advertising manager of one of the great trade 
newspapers recently made this statement: 

*'If every manager or man with authority in a great 
department store should be suddenly removed today, 
there are men in our organization who could take up 
everv branch of the work tomorrow and do it oiBcientlv. 
Our men have been recruited from those positions be- 
cause they have shown special ability in imparting to 
our readers through our papers the special knowledge 
they have gained from years of experience.'' 

The present-day trade paper organization is made up 
of specialists. You will find the best-posted buyers in 
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every line writing weekly on the conditions in their lines. 
Experienced window trimmers will devise ideas for use 
in the store; store advertising managers are writing on 
this phase of the business; store architects are planning 
store lay-outs; expert accountants are straightening out 
the books of dealers, devising special systems of accounts 
and answering thousands of questions presented to them 
for solution. 

So through his trade paper the merchant receives 
expert information about his merchandise and his busi- 
ness methods that would cost him manv times as much 
were he able to get it in any other way. Competition 
forces him to read his trade paper, because if he does 
not his competitor will and his competitor's business will 
show the result. 



Beal Test Is In Results 

But the most satisfactory answer to this question, 
after all, is the results. Does trade paper advertising 
pay ? 

C. R. Lippman, advertising manager of the Genuine 
Bangor Slate Company, in an address before the Tech- 
nical Publicitv Association clearlv stated what he be- 
lieved to be the money value of trade paper publicity 
from the standpoint of the advertiser. He said: 

**Let us take as a concrete example a good medium 
with 10,000 circulation. On the debit side we enter the 
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Speed Up Tour Profits On Delicacies 




The poiky upon which our biuineu hu been developed it, and alway* 
ha> beto, to nuke the best and purett (oodt that acicDce, ikill and the 
nioit rigid care and clesnlinen can pioduce. ^alily has ever been the 
foremoct ccouitleTation tn everything tiial bean our name. 

Heinz 57 Varieties 
Pure Food Products 



•re «dverti(ed everywhere, and the peculiar merit which has been reiponiible for the 
present world-wide expansion of our butineis is recognized by consumer and dealer alike. 

You reap the benefit of the many thousands of dollars which we arc spertding in 
the leading publications of the world. When you sell your cutlomen one of the "57 
varieties" you can rest assured they will always return for more. The quality is there 
and every palate will be quick to appreciate it. 

Some pet^le— a few from choice and others from neceuity— insist upon something 
"cheap." Invariably the result is that they are dissatisfied with the grocer that sold 
them, or disguited with prepared foods in general. But — sell them a Heinz product 
aitd they become permanent and proRtable customers. Your prolits on delicacies 
depend or the l(ind you sell. 

H. J. HEINZ COMPANY, Pittsburgh, U. S. A. 

New York Chicago San Francisco London 



A typical Heinz announcement to dealer?, published in a leading trade journal 
on the occasion of a national convention of grocers. The outlined jar is a copy 
of a Heinz container, and the talk of quality and the publicity given to tlie Heinz 
lines is as familiar to grocers as the Heinz watchwords are to consumers of the 
country. 
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advertising contract, say $500 for the year. Now what 
do we get on the credit side? 

** First. We get the directory value of our ads. That 
is, possible customers looking for sources of supply will 
find our name at the right time. This is a particularly 
desirable feature in the case of newly-established pros- 
pects who have not yet come within the range of our 
mailing list. Such potential customers are generally 
good acquisitions, for their use of a trade paper as a 
source of information proves them to be progressive and 
wide awake. Thus our ad performs valuable scouting 
service, for which we allow a credit of 20 per cent of 
the advertising contract, or $100. It is certainly worth 
that much to us a year to keep a look-out in the mast- 
head of our ship to show us new worlds, or rather, new 
accounts to conquer. 

** Second. We can utilize the space in a direct selling 
effort for localities beyond the reach of our salesmen. 
This is worth another 20 per cent or $100 a year. 

*' Third. We can utilize our trade paper advertising 
to influence the minds of our customers and prospects 
in our favor, preparatory to the salesman's visit, saving 
him considerable time in closing deals. Suppose by rea- 
son of such preparatory work a traveler saves only one 
day a month, the resulting economy in salary and trav- 
eling expenses will certainly total up another $100 a 
year — to say nothing of the greater profit on the greater 
volume of sales the traveler can attain in the time gained. 
You will notice I have allowed here only twelve days 
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saved at an outlay of $8 a day for salary and traveling 
expenses — certainly a mild estimate. 

**Fonrth. No one will deny that a standing adver- 
tisement seen by customers or prospects whenever they 
look through the paper has decidedly a cumulative good- 
will value. That is, as the years roll by this advertise- 
ment will unconsciously pre-empt a space for our firm 
in the consciousness of the reader — and likely lead to 
sales. For this we will allow another $100. 

** Fifth. If the ads bring us, in a manner directly 
traceable, only one customer every other month — that is 
certainly putting it low — we will credit it for that with 
the remaining $100. That is, we estimate that through 
this trade paper advertising we have acquired six new 
accounts a year; at an average cost of about $17 each, 
for this advertising space. In general advertising this 
would, of course, be a shocking figure. In trade adver- 
tising it is mild, as I will show by the next example. 

*'If you object to the above analysis as entirely too 
problematical let me put it in another way and still 
prove my contention. 

**If this $500 advertising contract brings us only ten 
new customers a year, or increases our sales with the 
old customers in an equivalent proportion, this would 
be at an expense of $50 per new account. This is also 
profitable. Every new account is certainly worth $50 to 
the house. No one will question this if we consider that 
the good will alone of a business with 1,000 regular cus- 
tomers on its books will certainly exceed $50,000 in value. 



Ill is practically is consumer copy, though published in a technical journal. 
Lighting engineeis are tlie consumers in this case, and are advised to go to dealers 
for Macbeth glass. A simple account of a great industry with an illustration 
bearing directly upon the subject matter. 
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*'So you see, the odds are overwhelmingly in favor of 
trade paper advertising/' 

This is the opinion of an advertising manager who 
has studied the field. We quote it at length because of 
the clearness with which IVIr. Lippman has stated his 
belief. 

Here's another angle. 

Every retailer is a consumer. He buys goods for his 
familv. He is able to buv what he wants and his credit 
is good. Advertising to the dealer in his trade paper 
in a certain degree is consiuner advertising. But, of 
course, the buying capacity of the merchant is not lim- 
ited by his individual w^ants. 



Buy for 5,000,000 



The largest circulations among consiuner mediums will 
run less than 2,000,000. Th(i average number of cus- 
tomers served by a retail merchant will average about 
2,000 the country over. But even if this average esti- 
mate is divided by four, and each merchant credited 
with 500 customers only, the trade journal with a cir- 
culation of 10,000 merchants reaches 5,000,000 consumers. 

The subscribers to such a trade journal sell all the 
goods to 5,000,000 families. 

Of course, this is reaching the consumer indirectly, 
but it is necessary to remember, as has been stated, that 
the merchant has a reputation among his customers that 
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enables him in 99 cases out of 100 to sell them what he 
wants to sell them. 

So in addition to being a consumer himself, the retail 
merchant has a buying capacity which far outclasses the 
buying capacity of any reader of a consumer magazine. 
And the trade journal with 10,000 merchant readers 
actually has the selling power of any two or three gen- 
eral mediums with the largest circulation thrown into 
one. 

It has only been in the last four or five years that 
trade paper publishers have awakened to the value of 
their publications when the force contained therein is 
properly applied. The great advance in all advertising 
has been within the memory of the veriest tyro in the 
business. Consumer advertising in this period has been 
developed to a high state of excellence. Publishers of 
trade joiu'nals have reason to congratulate themselves 
on the attention now being paid to their journals. The 
trade paper has earned for itself a distinct place in the 
process of distribution. From this time forth it will 
become more and more important. 

To the manufacturer who has goods to sell and only 
a limited amount of money to spend the trade paper 
offers the best method of selling those goods. Many a 
great consumer advertiser of today started yesterday in 
a modest way in the trade papers. His success there 
developed his business to such a point that he was justi- 
fied in going into the larger field in which he must spend 
thousands of dollars where he spent hundreds before. 



You Must Have 
This Book: 

"The Story of an 
INLAND 
Galvanized Sheet" 

Before the 

Supply is Exhausted 



A Story of An Industry 



Chapter XXIX 



MEN who have grown gray in the 
etee) buaness write us that our 
"story" is the most interesting and most 
infonning book of the kind they^ have 
ever read. 

Every man who buys, sells or uses 
steel of any kind should have a copy — 
tells the whole story of the making of a 
galvanized sheet from the ore to the 
spelter pot — richly illustrated. 

Our first edition of lO.ooo copies is 
nearly exhausted, so great has been the 
demand. 



It is free to ail, though toward the last 
we may have to discriminate in favor of 
actual users or sellers of galvanized 
sheets, as indicated by applicants' letter- 
heads, giving the preference also to men 
and firms near or west of Chicago. 

It is all solid fact, yet interesting as a 
romance. 

We publish it in order that the steel- 
using world may know, as we know, the 
unusual care that is exercised in the 
making of an Inland Sheet, and the 
marked success that has been ours in 
developing a superior product. 




Stnd for Booklet No. 2, the 
most interesting Story of Sheet 
Steel Making ever printed 



INLAND STEEL CO. 

First National Bank Building, Chicago 



Works, Indiana Harbor, Indiana 



Branch 1 
Offices t 



One of the best illustrations of the indirect method of impressing the value 
of a product upon a possible user. A page in each issue of the greatest weekly 
steel paper and in a number of less inipoitant trade journals marked a new phase 
in steel advertising. While it is not po«ssible in such space to create excitement 
about a sheet of steel, thousands of books about steel were distributed by this com- 
pany and the campaign, which is not yet concluded, was a tremendous success. 



I 
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But he does not overlook the trade papers at any time. 
He uses his consumer advertising to aid him with his 
friends, the dealers, made his friends through the trade 
journals. 

The reason for the rapid strides in trade paper adver- 
tising is the fact that the publishers have insisted upon 
better advertising copy. Within our memory it was 
regarded sufficient to carry in the consumer mediums the 
announcement, ''John Jones sells hats, dry goods and 
general merchandise; highest prices paid for eggs and 
country produce. Satisfaction guaranteed.'^ 

.That stage has passed in consumer publications. It 
is only beginning to pass in the trade papers. Some trade 
journals have taken so advanced a stand that no copy 
in any publication will surpass in beauty of design, gen- 
eral excolionce and pulling quality, the annoimcements 
which appear in their columns. Trade paper publishers 
know that the copy in their papers must be as attractive 
to their readers as is consumer publicity to the readers 
of consumer publications. The story is absolutely differ- 
ent, the audience is different. The copy must appeal to 
the retailer. So in the case of the best trade journals 
most of the copy is written by former retailers who know 
their audience and write from that knowledge. 

These trade journals have their own departments for 
service to their advertiser. This service includes writinsr 
of trade paper copy, but it includes much more — the out- 
lining of an entire selling campaign, if necessary. These 
organizations can go into the mill or factory, and from 
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an analysis of the goods and what goes into the goods, 
map out a plan that will sell the output of the mill. And 
the cost of such a campaign will be insignificant. 

This is expert service. Is it small wonder these trade 
journals are growing? They are factors in any selling 
campaign. 

Since the advent of copy prepared by such students 
of the retailers' problems the success of trade journal 
advertising has been as marked as that of consumer adver- 
tising when strong copy made its advent in that field. 

The present-day trade paper publisher is willing to 
give his advertisers sworn statements of circulation. The 
buyers know exactly what they are getting for their 
money. This is the fact notwithstanding most of the 
prospects to whom he gives these statements compare 
his figures with those of great magazines which go to 
the consumers. Placed at a decided disadvantage in most 
cases, he takes his chances at being given an opportunity 
to explain that his readers translated into terms of con- 
sumers will outnumber three or four to one the circu- 
lation of any consumer publication. 



An Agency Man's View 

Now passing from the consideration of retailers' trade 
journals to that of the whole field again, I have an 
interesting quotation to make from the address of Mr. 
R. R. Shuman, made at an Ad-Men's convention. It runs: 

'* Similarly the builders of automobiles following the 



WHY LIVE MERCHANTS 
HANDLE THE 







NE Merchant Eays: 
"I handle Kleanwcll because XUC DDIICU TU A T 

it is sold in a clever way. I "t BKUSH 1 MA 1 

Time is money. Besides a tirti i\e itc nntc-m tre 

Eood profit, the sales arc so quick, HOLDS ITS BRISTLES 

take so little time, that I SAVE 

money selling them.'' 

Another Merchant says: 

"I sell Kleanwcll because it is so cz- 

tcnsiTcIy advertised." 

While the Kleanwell Tooth Brush is 

advertised all the year 'round, it will 

command particular attention in Sep- 

tcmber. 

Uok for (JU fnll pagm Kl«iAwlI 

AJotrtamiitait in tA* SatarJay 
EvtHiiit Am(, Stpfmbtr lOtk. 

This Striking advertisement (the 
strongest we have ever issued) will 
cause an acute demand for KleanwelL 
It is a part of the big campaign we 
have been conducting during the past 
year in the Saturday Evening Post, 
Associated Sunday Magazines and 
Literary Digest. 

It will appear at about the fame time 
OUT large advertisements in Fall issues 
of the Home Pattern Quarterly, But- 
terick Fashion Quarterly, Standard 
Fashions, and New Idea in Fashions 
(with their 2,000,000 leaders) are be- 
ginning to he felt at the toilet counters 
of the Department Stores. 

Do you Anau) tkw KUantuoU ptopo- 



ALFRED H. SMITH CO. 

B4-86 Chambers Street, N. Y. City 



An advortisenieiit designed to impiesj^ upon tlie dealer a trade mark wliich 
is being pushed to tlie consumer. The text tells what is l)eing done to create a 
demand, so the dealers may liave an opportunity to ^tock before the demand is 
realized. Written to secure co-operation, without which the consumer campaign 
cannot he a complete success. 
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lines of least resistance, hand over their advertising 
appropriations to the agencies, who naturally place them 
in the publications of the largest aggregate circulation — 
giving them *the most for the money.' 

*^ Let's see what they get: 

**Mahin's Data Book tells me that 94.8 per cent — 
practically 95 per cent — of the families of the United 
States have less than $3,000 a year income, and that 
981/0 per cent have less than $6,000 a year income. 

**That means that only l^o per cent of the families — 
and hence only 1^ per cent of the readers of the popular 
magazines have money enough to buy a big touring scar; 
and that in the 3.7 per cent whose incomes are some- 
where between the $3,000 and $6,000 a year are included 
all the buyers of the medium-priced cars. 

*'Put it in another way: 

*' There are only, according to Mahin's Data Book, 
272,000 families in the United States whose incomes are 
$6,000 a y(»ar or over, and only 704,000 families, one- 
fourth of them farmers, who enjoy between $3,000 and 
$6,000 a year, out of 18,980,000 families in the country. 

''Yet a fairly good-sized automobile advertising cam- 
paign will figure up four, five, six, ten million circulation 
per month ! 

''The monev burned under the boilere of the local 
dailies, nickel weeklies and ten-cent magazines make a 
dickens of a lot of smoke, but the steam — the buying 
power — ^it develops cannot be greater than the average 
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buying power of the families who subscribe for and read 
these publications.'' 

And in concluding this interesting statement Mr. 
Shuman says: 

**If I were an agency and were given $60,000 to spend 
for an automobile campaign and were looking strictly 
to my own profits, I would a great deal rather spend 
$6,000 each in ten standard magazines, where one piece 
of copy would be written, illustrated, set up and ten elec- 
tros made and forwarded at one time, than bother to 
hunt up sixty trade and technical papers of fifteen differ- 
ent sizes and shapes and dates of issue. Yet, if I were 
looking to the greatest benefit for my client and made 
a study of the average buying power of the circulation 
reached, I would have to pass up the popular mediums 
that reach the eighteen and a half million families who 
cannot buy an auto and put my client's campaign where 
it would reach the half or three-quarters of a million 
employers and captains of industry Avho have the money 
to buy whatever their wives and daughters tell them to 
buy, and would put before this logical audience for such 
a luxury a logical, business-like presentation of the claims 
that could be honestlv made for niv client's car." 

*'Ten thousand subscribers to any one of the leading 
iron, dry goods, machinery, lumber, railroad, drug, con- 
fectionery, soda water, grocery, brewery, distillery, bank- 
ing or similar high-class trade papers will include more 
heads of families who are able to buy a touring car than- 



ll V-^ W FALL BOOK 



The year's most important issue of 
**Our Drummer" is ready to mail. 

Its five hundred odd pages contain 
the most comprehensive line of Gen- 
eral Merchandise ever shown by any 
house. 

The prices— like those in our sample 
rooms— are all in plain figures; net 
and guaranteed. 

On the pink pages is shown the holiday 
line that sets the pace for all America 
—longer and stronger than ever before. 

The book is a gold mine of profit 
suggestions for any merchant who is 
willing to dig. 

For instance: Notice the ''Stimulator*' 
bargains to retail at various popular 
prices and the Semi -Annual 50 Cent 
and Dollar Sale. 

Get your request in early. Ask for 
Catalogue No. C 821. 



Butler Brothers 

Excluaiv« Wholetalen of General Merckandito 

New York Chicago St. Louis Minneapolis 

SaiBiile Houses: Baltimore, Cincinnati, Dallas, Kansas Gtj, Milwaukee, Omaha, San Rrmncisco, Seattle 



No firm in business does so much for its dealers as Butler Brothers. It has 
no traveling salesmen, the catalogue being its only ''drummer." This firm's ad- 
vertising is done chiefly to create among dealers a desire to see the catalogue and 
to impress upon them tlie value of the Butler service and the quality of its goods. 
The firm is probably the largest of trade paper advertisers. This is typical of its 
advertising. 
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two million circulation in a selected list of nickel weeklies 
and ten-cent magazines. 

This is the opinion of an advertising manager of a 
great industrial concern which uses the trade papers* 
And it might be well to add, he has had a long agency 
experience. 

The field for advertising in trade journals is widening 
rapidly. The next ten years will see a greater advance 
than have the last fiftv. The advance wull not be alone 
along those lines \vhich heretofore have been regarded 
as ^* legitimate'' trade paper advertising. The subscriber 
to the trade paper is a man with means w^ho can buy 
what he wants to buy. You will find that though he 
may not find time to look over his w^eekly or monthly 
magazine thoroughly, he does read his trade paper. He 
reads it because it affects his bread and butter. There 
is no waste circulation. 

The greatest field for the trade journal always will 
be the specialized field within the industry it repre- 
sents. But as it has proven and will continue to demon- 
strate its power in that sj)ecialized field, it will extend 
its operations because of the very nature of its readers* 

Recently I have heard advertising managers of great 
weeklies and monthly magazines confess publicly that 
their advertisers are growing restive under the ever- 
increasing demands for funds to carry on still greater 
consumer advertising campaigns. The end is not yet. ' 
There must needs be a closer union between the elements 
of distribution, between the manufacturer and the retailer. 
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Occasionally these wise publishers print in the trade 
papers advertising for their own advertisers.This pub- 
licity appeals to dealers who must sell the advertised 
products if they are sold at all. No more thorough ad- 
mission can be made on the part of these men that the 
trade journal's influence is necessary to complete the 
cycle and the success of the advertising campaign. 

As the retailer is necessarv to the success of the manu- 
facturer who distributes his product over the store coun- 
ters of the country; as the professional and technical 
man is essential to the manufacturer who produces goods 
for their use alone, the trade or technical journal, which 
is the constant companion of these classes, is essential to 
the complete success of any campaign of distribution. 

Trade journal advertising is in its infancy. The study 
of the power behind the trade journal has been wofuUy 
neglected by men who should know of it. The trade 
paper publishers themselves have been slow to push their 
claims for recognition. They perform services today for 
sums ridiculously low. But as this special advertising 
develops these low rates will be placed on a basis com- 
mensurate with the service rendered. 

The greatest development in advertising during the 
next few years will be in trade and technical journal 
advertising, because such advertising brings results that 
cannot be attained economically without it. 
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A hit of publicity diroctod to the owner, manager or superintendent of tlie 
factory, built uj)ou the three {mints which always are pre^ent in the minds of these 
men. A sample of a compact advertisement, every word of which counts, illustrat- 
inc: the necessitv of tell in ff the story in an intere^tinsc wav. Interest sustains and 
overcomes the natural tendency to i)a^s by a crowded advertisement. 



Xo ^'conpiinior*' a{lvortisin<T is more attractive than the Xiagara Maid silk 
glove and hosiery annoiiiKftnients to dealers. Because of the high class, these an- 
nouncements attiact attention of dealers, while thev are used to make sucii im- 
portant trade statements, such as the discounts on certain shiyiments a>* in this 
advertisement. One of tlie most fetching of dry goods trade paper announcements. 
By Iioot Xewsi)aj)er Association. 
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rass^el Co., Xtilwaiikee. 
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I'lilitisluil in men's woar papers, poing to merchants who want all tlii-so ((iiestiims 
answered l>pfore they will biiy the goods. 
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This advertisement piiblislied in a technical journal is written to catch the 
attention of the technical men who are responsible for the lighting of shops. The 
illustration at once demands attention and illustrates the point of the advertisement. 
Note the service offered in the last statement. This is an inducement often used 
to draw the inquiry, and actual money-saving service is rendered. 






This trade announcement, published in a double-page spread, deals with a 
live trade topic in addition to showing the dealer just what the manufacturer is 
doing to create a demand for his goods among consumers. J^rofits allowed the dealer 
is a live subject because so many well-advertised products are marketed on so 
narrow a margin that the dealer actually handles them at a loss. From this arises 
the term "slot machine dealer/' discussed in this advertisement. 
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PART VI 



TECHNICAL PAPERS 

By M. C. BOBBINS, 

Manager, The Iron Age, New York 

The teclinical papers represent the post graduate course 
in journalism. The foundation upon which they are based 
is science. Their readers and contributors are the ** spe- 
cialists" of the age. Through this class of journal the way 
has been paved for the greatest achievements of industry, 
engineering and commerce. The development of prac- 
ticallv everv field of human endeavor has been recorded and 
aided by the technical press. 

The newspaper reports the news of the day, the maga- 
zine supplies amusement and diversion, the trade paper 
deals with making money, but the technical paper furnishes 
the thoughts of men of great genius — ^men who have made 
possible our railroads, our bridges, our battleships, our 
telephones, our steel mills, our mines, our modern office 
buildings, our electric lights, our automobiles, our farm 
machinery — in short, modern civilization. 

281 
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The Advertising Value of Technical Papers 

A fuiidamontal axiom of advertising is that the adver- 
tising value of a medium depends largely on its editorial 
merit. No class of papers is so carefully edited as the 
technical papers. Their editors require a breadth of edu- 
cation and a specialized training in their particular field 
demanded nowhere else. They must not only be able to 
pass judgment upon technical articles written by the engi- 
neers and specialists of their field, but they must them- 
selves be able to discuss authoritativelv and exhaustivelv 
the problems of their clientele. This requires long train- 
ing of a technically educated mind, endowed with no small 
measure of practical business ability. No class of publica- 
tions can be depended upon for so great accuracy and truth- 
fulness as the highly developed journals in the technical 
field. 

Thus is furnished the first essential in the making of a 
valuable advertising medium, viz., confidence on the part 
of the reader in the contents of the paper. The great body 
of engineers, technical and professional men look upon their 
technical paper as the ''Bible" of their profession or indus- 
try. To miss a copy is to miss a step in the progress of 
their field. To read it steadily means improvement, 
achievement and proportion. Great numbers have been 
regular subscribers since their college days, and thousands 
of others secured the principal part of their education from 
its pages. 

The clientele of a modern technical paper is a wonderful 



See that Break? 




Dani - BournoDTiUe Co. 

96 WmI St. Now York 



Tliis advorlisoFiient would iinvc lieen clear anrl ronvincinf; even witiKUit any 
Tfafling :it ail excojit a line under paeli cut, beeaiifc tiiese ciit.« tell the wlir.le ^tory. 
Tl'.e wjjy, hmvever, 1= very frnod and tlie crowding; in jii-fifialile to give the ents 
plenty "f room. From The Iron Age. 
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thing. It can be likened only to a religious cult. The 
members of the profession have absolute "faith" in it. It 
is their creed. There mav be a few *' backsliders" but very 
many more ** converts.'' And this ^^memberehip" grows 
and '* sticks'' just in proportion to the inherent worth of 
the paper. 

Advertising Must Be Authoritative 

The confidence of the subscribers extends beyond the 
reading pages. It includes the advertising. It is seldom 
that a ''fake" of any kind gains admittance to the adver- 
tising pages of a technical paper. The publisher values too 
highly the confidence of his readers to abuse it. Moreover, 
he cannot hope to retain the patronage of reputable adver- 
tisers in a given line if he permits irresponsible competitors 
to bear his apparent endorsement. The result is that the 
advertising pages of the leading technical papers contain 
the best and biggest firms, and the most reliable ones! The 
reader expects to find the first announcement of a new firm 
here as well as the familiar advertisement of the concern 
he has done business with for years. There are many 
advertisers who have been in every issue of their technical 
paper since it was first published, and countless others that 
have appeared in every issue since their firm started in 
business. This familiarity with the constant repetition of 
the advertisements of these same concerns year after year 
is a great factor in increasing the confidence of the reader 
in the advertising pages, and the things advertised. 



A toclmic'fli article is scldnm advoitisfd fnr "gonuial piil)lidtv,'' but here is an 
cxniiipic. It is taken for frruntoil tliat tlif ri'Biloi Ivimns ail about "Kerittv" but tiiis 
is to rcniiml liini tliat wIk'h he is in tlio iimrket for wires or cables he shotihl 
Kpeeify "Keritp," Beinj; ?o (Jitferent from the jjencral run of teclmi<'nl ailvertiwing 
it is quite striking. From Railway A<ie (Jazotte. 
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Circulation 

Let us now look at the circulation — both quantity and 
quality. Tlie mere number of subscribers is not so impor- 
tant. Three thousand in one field mav be more efficient 
for the advertiser than thirtv thousand in another. The 
question is, does the paper cover its field? Most of the 
better technical papers do, or at least they number among 
iheir subscribers a large percentage of the progressive 
men in it. Of course, in manv fields there are two or even 
more good papers, and to cover such fields thoroughly the 
combined circulation of all mav be necessarv. The prin- 
cipal point, however, to consider is the quality of the sub- 
scribers. We shall find the truest index of the readers 
in the character of the reading pages. The modern tech- 
nical journal contains matter that invites only the con- 
sideration of the progressive, up-to-date, ambitious reader. 
The man who is satisfied with himself, his work, his present 
way of doing things, will find no solace in the modern tech- 
nical paper. Improved machinery, better methods, more 
advanced design, greater efficiency — in short, progress is 
the mission of the technical paper. Thus it is that the man 
who is most susceptible to the pm'chase of new machinery 
and equipment is automatically selected as a reader of the 
technical paper. No use to advertise a new machine to a 
man who is satisfied with the old one. Get after the man 
who is looking for improvement. He reads the progressive 
paper in his field, and the reading of that paper makes him 
a buyer of better equipment. 
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The Weatii^houK "Hose Proteoting" coupling eliminate! thii lource of eitpenK by 
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the same in every other respect, except that the new coupKng h 
indicated by the arrows in the illuttrationi, instead of the on^nai 
coupled in normal position, the in^roved couplinc: locks ai securt , . 
old and new types may be coupled tosether, and the saving in host w 
portion to the numher of the improvea couplings in service. 

The Westinghouse Air Brake Co. 

THE AIR BRAKE BUILDERS GENERAL OFFICES ; PITTSBURa PA. 

Attjun*. ClBlIn ■•lldlH. COLUmUS CshBhi SMHI a Tna lUs NIW V<IUL CHt lanMU kriMUa. 

■OSTOK. Iiiuan hnHi^ DINVIL Munii laiMM ST. UHJIS. ■■• »«a tStt^n. 



Ik'caiiPe of the thoronpli knowlrdirc bv railronil men cf the Westinghouse Air 
Brjike, uno wliole pa{?p is wisely (U'vnted to describing and illustrnting one new- 
point on tiie hose coupling of the air line to the brake. It is very well done. From 
Railway .\gv (ia/ette. 
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The technical paper is in the van of the procession of its 
field. It prepares the way for progress. It sets the mark 
to be aimed at. It points out the heights to be reached. 
Naturally, therefore, its readers are looking for ways and 
means of accomplishment. Here comes the advertiser with 
the method or the machine with which to do it. He offers 
to furnish the equipment. This offer meets with ready 
response because the readers have been looking for him. 
He reaps a rich harvest because the ground has already been 
weU tilled and the seed planted. 



Advertising Related to Text 

Advertising in the technical paper reaches the reader 
at the psychological moment. The importance of this prin- 
ciple has become so generally recognized that the great 
popular weeklies now run articles on investments next their 
financial advertising, and the big women *s papers print mat- 
ter on the care of infants next to advertisements of pre- 
pared foods and baby carriages. This psychological prin- 
ciple finds its best application in the technical papers. The 
advertising is all related to the subject matter of the con- 
tents. A mechanical engineer or superintendent who reads 
an article on modern machine shop equipment finds in the 
same paper numerous advertisements of lathes, drills, 
boring mills and milling machines. The architect who 
reads in his technical paper an article on the plumbing 
equipment of a great metropolitan hotel finds in the adver- 
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saih. Further— khe construction is equal throuEhout, so 
used without requiring irtmonine at the building. 



Before You Buy a Foot of Sash 

talk thine* over. Even if -you can't uae any of our 



£cl in touch with ui 

products, you may eaiu somcthine through our wide 
experience in solving dayligh ting problems. We have 
in some cases saved our customers enough to more 
than pay for tlie sash. It's worth while pumping us 
anyway. Our line includes, besides the Lupton Steel 
Sash for side walls, the Pond Ckintinuous Sash and 
Pond Sash Operating Device for monitor andjsaw- 
tooth construction, and Lupton Rolled Steel Skylight. 
All these are described in Catalog No. 5. Better 
mail you a copy. 



David Lupton's Sons Co. 




These illustrafions of the tost of the saah eomplett- ntid of tlic dutail of con- 
f'triiction must appeal to any dt'signinfr ongineur or c-oiitraetor. The copy is forceful, 
well displayed and invites attention to other products of the companv. 'Fron 
neenng Record . 



r products of the company. From Engi- 
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tising pages illustrations and descriptions of the latest 
designs of plumbing fixtures and the most sanitary equii)- 
ment. Advertising in the technical press reaches the man 
in his most receptive mood, when his mind is full of the 
subject; often when he is on the point of buying — the 
psychological moment. 



Appeal of Quality 

The reader of the technical paper is the ultimate con- 
sumer or else he specifies what the ultimate consumer shall 
buy. He does not buy to sell again at a profit. He is not a 
dealer. For this reason every argument of quality, of per- 
formance, of construction appeals to him and receives his 
careful consideration. He is interested in price only as one 
factor in the whole problem. The engineer must specify 
or buy a machine that will give satisfaction. It must stand 
up. It must give the greatest efficiency. To make a wise 
choice and protect his reputation as a capable engineer he 
must know all about all the machines in this class. He must 
read the advertisements of old and new firms — keep abreast 
of the times in that line. And he does it. Tlie reader of 
technical advertising is the most intelligent reader in the 
world. Often he knows more about a machine, what it will 
do, and how it is used, than the man who made it. There- 
fore, technical advertising should be prepared with the 
greatest care. Avoid extravagant claims or unfounded 
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statements if you would inspire the confidence of these 
readei*s. 

Advertising in technical papers hits the mark — its 
efficiency is high because there is practically no waste cir- 
culation. No man who manufactures a rock drill, for in- 
stance, would think of sending a circular to a million names 
chosen at random from city directories, including men, 
women and children in all walks of life. He would secure 
a list of all possible buyers of drills and circularize only 
those. Similarly in advertising, a metal mining paper for 
him would be nearly 100 per cent efficient because its cir- 
culation is practically all among mines and mining men, and 
nearlv all metal mines use rock drills. An announcement 
of a new machine was recently made in two technical papera 
w^hose combined circulation was less than 35,000. This 
advertisement was conspicuously presented on a colored 
insert in an attractive manner with coupon attached. It 
brought over 3,600 replies. Think of it! Inquiries from 
over 10 per cent of the total circulation from one advertise- 
ment. Can publications in any but the technical field show 
such a high percentage of results ? 

Cost and Advertising Rates 

The cost of advertising in the technical papers is low 
compared to its high efficiency. A comparison with the 
cost in other classes of publications is interesting. The rate 
in the popular weeklies is from $2 to $3 per page per thou- 
sand — say an average of $2.50. The page is about 9"xl2" 
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A tcclinical advertisement, exceptionally good in every respect. The caption 
commands attention and with the sub-caption presents the claim. The argument 
is strong. The illustration with arrowed description should appeal to every technical 
reader interested in this kind of machine. From American Machinist. 
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or about 108 square inches. The rate for advertising in 
popular monthly magazines is based on about $1 per page 
per thousand. The page is about 5y2"x8" or about 44 
square inches. In the class publications the rate is con- 
siderably higher, so we will not consider them. The rate 
in the technical papers is from $2 to $4 per page- per thou- 
sand, with an average of about $3. The size of the page is 
generally about 7''xl0" or 70 square inches. Reduced to a 
comparative basis w'e have: 

Popular Weeklies cost 2.3c per sq. in. per M circulation 
Popular Monthlies cost 2.3c per sq. in. per M circulation 
Technical Papers cost 4.3c per sq. in. per M circulation 
Therefore, space in the technical papers, covering defi- 
nite specific fields, each with one homogeneous class of 
readers, costs less than twice as much per reader as space 
in the popular publications of general circulation among 
men, women and children, of all classes, high and low, city 
and country, rich and poor, with a hundred different voca- 
tions. There should be no doubt in the mind of the manu- 
facturer of machinery, equipment or material, who knows 
the field to be reached, about advertising first in the tech- 
nical papers of that field. Here his chance for success is 
greatest. 



Purchasing Power 

The purchasing power of the readers of the technical 
papers is enormous. While these readers are the ultimate 
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ACONVEYDRr 

The RoUu B«lt Coavcroi 
WM the Original and la to^y 
tiia Standard of thU type of 
ConveTing Machinery. 

It ii tucMufully and econom- 
ically conveying ore, rock, cod 
■nd similar material* under the 
rooM trying condidoo) of lervice. 

The design and conilruction of 
Idlen and Belt are the reiult of 
fourteen yeari' manufacturing ex- 
perience and they are luperior. 

Our engineer* will be glad to 
aiudy and help you tolve your 
conveying problem!. 

Correipondence invited. 

Robins Omveying Belt 
TSr Company 'S:^:^* 

Cw«J Office: 13 Fuh Raw, N*» T»A 



lleri' iiie two advertiwrncntF almost i'leiiiical in gpneral laj'out, illiistintion, 
caption, bo<i}' te.\t and address arrangement. But there is a striking liiffi-rence in 
iirgnment. Tlie Robin? argument consists of weak, (.-oninionplace platitudes, ivliiie 
tlie Trojan contains strong, convincing "reasons why." From Mining and Scien- 
tific Press. 
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consumers or specify what these consumers shall buy, this 
is almost never as individuals. They buy for large inter- 
ests. Think of the purchasing power of the chief engineer 
or the master mechanic of the New York Central Lines or 
the Pennsvlvania Svstem. These men are of necessitv 
readers of several of the leading technical papers. These 
purchases run into the hundreds of millions of dollars a 
year. The chief engineer of the Panama Canal specifies 
millions of dollars' worth of machinerv and material each 
year. Is there any doubt about his being a reader of the 
leading engineering papers? Take the steel and iron indus- 
try. Its development has depended ahnost wholly on tech- 
nical men. Is there any official, engineer, general man- 
ager, or superintendent who does not read each week one 
of the great steel and iron papers? Is there an architect 
competent to design and construct a modem office building 
or hotel who has not come to his proficiency through a con- 
stant study of the progress of his profession as reflected in 
the architectural press? But there is no need to multiply 
illustrations. The technical man of trained mind and scien- 
tific genius is the man of power today. To secure his 
indorsement and co-operation means success to the manu- 
facturer of machinery, equipment and material. The most 
efficient and practical method of obtaining his indorsement 
is through the advertising pages of the technical journals. 
This is the direct route to sales and success 
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Which carries a swivel head that supports the -work to be groun4. 

Most of the special features of the attachment are found in the work head. Its 

convenience and adaptability must -be noted, together with the wide bearing surfaces 

and rigid construction which entirely eliminate any vibration due to the action of 

the wheel on the work 

Graduations on tlit base of the head Indicate its position to 90° either side of zero. 

The head swivels in a vertical plane and can be securely damped in position. 
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Brown & Sharpe Mfg. Co. 

Providence, R. I., U. S. A. 



A good e.vaniplc nf n strittly twiinit-al advirtiscment. The illustrations arc 
clear, tlie caption sini))le, the copy technical, the (.■ompusition c.wellent. From . 
American Ztlacliinist. 
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1 H.P. Wid up for Ihe control of motor driven pumpi 
ing Self-SUrtcr. Copper Float uid Plait Switch tor «a 
orwell5yitem,orSeH-Surt*r»nd Giug* type Prenun 
for UK in connection wilh a cloied tinV or itr comp 
Equipmenta can be furni)>!ed for both direct and i 
current motors and-for eveiy kinH ofjervice, for genei 

dry-docki. for hi£h preuure hydraulic lervice. air CO 
■ gai compresiora. etc. 

By tneani of a iwitch operated by a copper fl< 
tank ol an 9pen lank aystem the circui' to 'henK-lord 

above th^ deiired level the float ii railed and the D 
operated to open the circuit. In thii minner thi 
■topped and will not again itart until the -mUt falli 
pRdelermined low level. No current ii waited and no 

When used in tumppluonlyone connection need I 

a fined high level is reached. 

In compreaion tank lyilemt and when uied with 
compreuori the float switch isirplaced by a pressure gi 
openi and closet a relay circuit to Ihe self-atarter as tli 

Cutler-Hammer self-starters an alio empkiyed f 

■ervice. in mining work [or motors operating (uis, etc. 

Elanli leK-tlarteri are installed to prevent starting oi 
eavily loaded moton too suddenly. In Cutler-Hai 

surters the rate of motor acceleration ii controlled 1 
relays so that the motor will be held on each _ 
starting ilep until its speed has increased a definite M 
amount when the next cuccetsive step will be 1 
made. No injury ■> poiiible to the motor and no I 
line fluctuation are caused. I 

We have been designii^ electric ControltTng M 
devices (or almost 20 years and our files contain ^ 
more data on electric control of motors Ihanexiits ' 
eliewhere. The advice of our Engineering Depart- 
ment is at your service at all times. Let us know q, , 

The CM^-lhnuB«rjyifg. Co. ^ 

»: »...-n^,.. -l.^^^_^^^gg^».^^ S. \ 



Here is a long story well tnld. Tlie devic-o is a small one. and the space is 
expensive, so the many use^, sizes and styles are mentionotl. From Electrical World, 



To provide for quick exit irom ScKool 
lings in tunc oi lire or panic is important. 

FETT SCHOOL HOUSE LOCKS 

^er all requirements ior tnis purpose ; 
may be locked against entrance rrom 
outside. Dut are always operative rrom 
inside. 

SARGENT 6f COMPANY 

NEW HAVEN. CONN. 

OftK BOSTON PHILADtLPHIA CHICACO 



This stvle of advertising, illiBtratcrl with -^omc building of good design, ia 
niuoJi approved in architect lira I papers, Ix'cause the arcliitcct siil'serilies to tliese 
puhlications primarily for tlic pictirres nnd when used in advertiaements attract 
attention. The hrieC Init very pointed argument serves to make the reader tliink, 
and the illustration of the escutcheon is in harmony of design with the school 
Imilding ilhietrated. On the whole, thi^ is a most consistent and harmonious 
advertisement. From The American Architect. 



Hyatt Roller Bearings 



THE High Duty Type as applied to the hub end of a bevel 
gear rear axle is here illustrated. In this particular 
design, the bearing is placed on the tube and in the hub of 
the wheel, thus relieving the axle shaft from the dead 
weight of the car. Its sole duty is to drive the car and 
steady the wheel. 

The flexible principle of the Hyatt Roller enables it to 
withstand sudden shocks and strains, thus relieving the 
entire axle construction. The high elastic limit of the alloy 
steel in the High Duty Type makes it particularly capable 
of meetii^ these conditions. 

Flexibility is the exclusive feature of the Hyatt Roller 
Bearing, and makes it superior to all others. 

Hyatt Roller Bearing Co. 

Detroit^ Michigan 

Simplicity is tlio koy-note of tliis adverlist'ment. A ^plemlid use of white 
space with simple caption and clear tllu^tnitton of the application of tho bearing 
to a very common use. The text ie ?imple but technical with the best of "reasons 
why." From The Automobile. 



The i-trikinjr tiling about this advertisement is tlie use of steel balls in the 
illustration. Tlic copy is pood and siit!ieiently technical, TOneidering tlie subject 
and the class of readers appealed to. From Tiie Automobile. 



Be A Representative 
Up-to-date Engmeer 



You ought to be able to read any indicator 
diagram at a glance. 

You ought to be able to tdl exactly what b 
gdng on inside the cyfinder of your engine. 

You ought to be able to keep your engine 
voridng up to standard without waste in 
power, steam or coal. 

You ought to be able to show figures — to 
prove savings — in a way that will bring you 
more pay — BUT; you can'l do Oieze Ikingi 
vilhout on indicator outfit. 

You ought to know nhat you ought to do — 
get A ROBERTSON-THOMPSON Indicator 
outfit just as quick as time will let you. 

If you have the slightest uncertain feeling 
about what outfit to buy — throw the matter 
on our twenty-five years of honorable dealing 
with engineers — and listen to this. 

Read ThU Offer Carefully 

A eomideU ROBERTSON-THOMPSON INDICATOR OUTlrr and VICTOR REDUCING 4 
WHEEL—pukod in handMHo* hudwood cbm, with lock and kar and uickal-platad Wmminn, / 
and fittad wilh axira f araa pirtan, datant metiDa, two fpriac* a* Mladad, aJthar ana S-way or / 
two itralfhtwar cock*, (calaa, CBidt,oIar, card, boak af iiutnictiona,«tc.,asacdr a* shown in / 
cnL PrkalSO— $S.00dawnaBd|S.00BBOiith. One price for the whola tkinc. A com- * 
plala inificaliDf aolflt at the price 70a can afford to pay. * 

AS A SPEOAL YEAR END OFFER-G«oA until Jannarr It, 1911. wa,wai pUca / J^ 
a (teritoK dlrar nana plate on arwr Indiealnr antfit CB«a and anvrave tha buyar*! ,' j,^ ,„ , 
nama and addreei npoo It—il *o raqoaetad. / f,„ a,n ■/ 

Enpn<»r'.Lo, Book FREE /SS5"S 

Wa aia aanduti thi* fioe to all enfinoor* who ara intaractod hi oor Indicator / ^iji ittiuSM tf du 
offer. Thi* Iob" make* It aaij to keep recordr— foal and od noetL whan aB- / Rattruan-Tkomfaii 
sina waa started and ttoppad, loadr carried, olc^ etc.-^k«Va a place for /' '■"'"■Hv Owl/t Qft. 
arerythinf you want to kaep ti«ck of. JaM HI out and mafl oa tha coopon ' 
and wall tand yoa a copy abMlntsljF FREE. / 



Own Your Own Indicator Outfit 

4^ It fif\ ^»^ You In 
^%Jm\J\J Possession 

The Roberton-Thompson Indicator and 
Victor Reducing Wheeel are as accurate — aa 
well made — as durable and as handsome 
instrumnits as it is pos^ble to make, we guar- 
aalee them fully, and we would not risk our 
reputation unless they were worthy of all we 
can tell you in their favor. 

A^de from the superiority of the instru- 
mentG — the completeness o( the outfit must 
appeal to you — you get everything needed — 
in fact it b the most complete outfit ever 
offered at the price. 

After the first payment of 15,00 and refer- 
ences are received by us we send the com- 
plete outfit and you can keep and EXAMINE 
it for five days. If aU b not as you expected 
send it back to us at our expense and we will 
return your money at once. You tun no risk. 



JaSa La Robertson & Sons 



76-78 Murray Street, New York 



/ Fim 



Very Hronji copy tlmt i= intenflcd to "pull." It is nssunied that tlie reader 
knon'e wliat im ■*lndii.iit(-r" it and for wiiat w'-fi\. •^n tliv ail vert iseitiPiit is dpvotoil 
entiicly to selling it The ilhi=tr.'!ti^n, tlip rn'ition. th<- offer and the coupon 
suggest immediate action. From Power and The Engineer. 



A very gnod develnpiiipnt nf tlio ii[>ptication of cltTtiic motors to tlie sjiedal 
need of the rlai'? of readers appealtd to. Tlie whole layont and composition are 
good. From The Iron Age. 



The Secret of Success Is 
Constancy of Purpose" 



'Dtsraeli, 



^ Story of an Industry 



rWAS constancy of purpose that 
made Benjamin Disraeli Premier of 
the British Empire, an Earl, and a power 
in world politics. 

He thought in a straight line, worked 
in a straight line, dckieved in a straight 
line. 

He had but one goal — ^the highest sta- 
tion in the greatest Empire of Christen- 
dom. It took him thirty years to achieve 
that eminence — but he did achieve it. 

Constancy of purpose — the resolute 
struggle toward a fixed goal — is what 
wins industrial victories, just as it does 
in statesmanship or war. 

The Perfect Sheet/ That is the "Inland** 
goal. 

At first we were far from it. Strive as 
we would, our dependence on outsiders 
for our raw material sent us down in 



defeat again and again, just as it defeats 
every otiier sheet mill today that must 
buy its sheet bars from outsiders, as we 
once did. 

It was well that we learned thatbitter 
lesson early; for it forced us to declare 
our complete independence from, outside 
interests by acquiring our own iron ore 
mines, building our own blast furnaces, 
installing our own basic open hearth 
furnaces and our own sheet bar mills. 

Each year we get nearer to the perfect 
sheet that steel men dream of, but which 
no man has yet seen — nearer, we firmly 
believe, than any other sheet steel mill 
in the business, for the perfect sheet* 
when it does come, will be a Basic Open 
Hearth Sheet, and we have developed 
the Basic Open Hearth process to a de- 
gree of perfection not approached by any 
other house. 
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INLAND STEEL CO. 

Hrtt RtdMal Ink Mliif, Ctlcap 

Wofks^ ladfauM Havbor, IndfauM 



BRANCH OFFICES 

ST. PAUL ST. LOUIS 
' Piimssr Press Bldg. Chemical BIdg. 

DENVER DALLAS 
i418 Stout Street WUson Bldg. 
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TIa bw Ati. Nov. a4. 



This is a good sample of the "serial" advertising by which a long story is 
told in successive advertisements. The light tone of the whole advertisement is 
in contrast with the general run of pages and attracts the attention for this reason* 
From The Iron Age. 



Every Service- Any Capacity 

No miLttcr wbclbec it u ft sUtlon pump, ■ nnking jnimp, a ncuum pump 
for a cyanide planl, or a aump pump, be sure that il is a 

GOULDS 

The Monomy and advantages o( power driven Triplex Pumps are, tuUy Tcaliied 

?iact wtirre b powir driven pump could be installed, you are operating at « leas, 
he power utilized by Goulds pumps and developed by large and efBaoit units 
may be econtraically distributed to the places where it is consumed. 
Goulds Triplex Power Pumps show high ellidendes, give contimious service with 
littleor no enpente and time for maintenance. Tliey throw a steady itream 
of water and put a constant lead upon the prime tnover. 

Sfnd for ^iiiitrattd literature abo%t tlu frumpt in ^ukich you art iuiertittd^ 

The Goulds Manufacturing Company 

SI W. Fall St, Seneca Falli, N. Y. 

NawYtrk BiMtsa PldlndalrUii CWui> PMihari 

Mldca CUr N*« Oll*u> Atlula Bi«« Alru LairiaTiDa Sail Uki Otr M«nal Jtb>HHabar( Tarnia 



A most nffractive advorMscnicnt. The exit i? cxtiilloiit, the display is correct, 
ami the text good. From Tlie Engineering and Alining Journal. 



Accurate Records sHo^ 
that Carborundum 
Grinding Wheels Save 
time and money 

In the plant of the Lynchburg Foundry Company, Girbo- 
rundum wheels are used exclusively in the grinding of chilled 
plows — 

Accurate records show that in the grinding of plow points 
Carborundum wheels last 26 days and grind an average of 
300 points a day — The best record ever made by any other 
wheel under similar conditions was 1 6 days of service and 
an average of less than 1 00 points a day — Two hundred 
percent, more work per day, 62 percent, more days of 
service — ^That's about what Carborundum wheels ate 
doing in all sorts of grinding operations. 

THE CARBORUNDUM COMPANY 

NIAGARA FALI,S. N. Y. 

M CUriin Sinn. FRKbori tlquir^. I>yid« F. C, Riilmd. DnndH nrtmBtan Worti TwuMtecf. Oksui 
Wn. A.I-rrrkJ, u™. Sim itt-, Filrtrtrtitr. H. Bwiui. S. w, o.^minv. 



A mopt ptriking ami forceful advertisement. The type is most attractive and 
harmonious: tlic nrfrument is strong and simple. What more is nee*!od? The 
Engineering nn<l Mining Journal. 
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"BROWNH( 

I^ocomo 

CRAN 

A powerful aid in modern 
work, a complete hoisting ai 
plant in one machine and : 
adjunct to the yard equipmei 
industrial establishments as wei 
dend earner for contractors, 
tive cranes operated by steam < 
ity and hand or power cranes 
service. Among the valuable f i 
exclusively theirs is the safety 
ing device which makes it imp 
to drop a suspended load tl 
use, misuse, carelessness or 
neglect, and, in the hand- 
operated cranes, impossible 
to injure workmen by flying 
handles in lowering a load. 
Thousands in use all over 
the world daily prove the 
worth of Brownhoist cranes. 

The Brown Hoisting 
Machinery Co. ^^^'i. 

Pittsburg New York 

Here wo linvp strength and si^e in this advertisement, indicative of the 
machine advertised. Ttie fe.vt points out the safety of its operation. From Engi. 
neering Record. 
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t, metal 
m't bend 



stvea Time ana iflgnrM 



IJJ IS on "Saff ConslrucUni <U<lv md fndini it nadHfuny Mplul. 

and SpRdt lor Fly Wheels." Fiu' oui ihc wpon ud ten la IeuI 

^y Mule ot rtltuloid. vm pockel.ue vid 



DODCEPuUeysinproRtablepulIcysIobuy. They 

above. They enptainlhe difference between Dodge Pulleys and-just «*" LMther CMC, ♦ 

pulleys, The diflerenc* between piDfit and loss in your pulley invest- postpaid, fof ^^ nonoi 

ment. A lettei or the coupon brings interesting pulley infonnatiim. ■)£ /^i ♦ Btr^k^f 

DODGE MANUFACTURING CO., ^H^'Z,^ 

Station K-t7. Mhfuv/aka, InJiana. ^♦*«Ki'.^'^ ™i'i^ 



« Priadpil ClIiH al Iba CsoatiT. # 



Tlii*; advertiser has persii^tontlv endeavnred to standardize liis product, hence 
the use of "Dodge" with the diamond underneath, at the top. Various kinds of 
piillevs arc illiititrated and described and an "inquiry bringer" with coupon is used. 
From American Machiniat, 



low The 
f f erson Union 
er Weight 
Helps 

Union Paper Wdght is a sectku o( the 
s just Uw light iiu and dupe to iihIa 
liccc of desk fumitun, Aad bdng a 
n Union, it is the one best way ct put- 
hcts into youT pofinsioo — fint hand, 
labling you to see for yourself all tbe 
d coistniction en which the JeBtnoa 
Mti thai »n tight and that stay tight 
g and useful HTe for each union. 
puts ytM in a better ponlicD to judge 
I roeiit at the JeffeiKo Unio). 






id wUck wtka the bat ud ll(titBt joint 

BtlfEl Dm the jolntl coBiiDDaljr wtd. 

te FTEpcRiosf ibf mrtal Id Bxte ■ tiiM k^ 
BonioaciadtbelavMriablcRiiiltlii kakjr 

t tap! vgnfgrmhif to Brifp ttaadaid. 

ih el taay adjumneirt and coated y'4 

iba the btavy nuDnbIc inm .-''^ 

npcnlble In IVai id be -;> 

«1 ID work. The iilpe .■ ^ •- 

The Jefferson Union G). ^^^^ZTjSiBi!:^. 

192 Main St., Lexington, Ma»». .V ^J!"' ... .y^'!!'!''! ■..,...". 

The splendid Biiccess of this advertisenitrnf rcRts: upon tht' clever gcheme of 
getting not only all the arguments for the artii'le but an actual sample into the 
hands of a possible buyer by gettinp him to ask for a free paperweight made of 
half a union. The illustratiW, arrangement and tone are all good. From Power 
and The Engineer. 



Mans^anese Steel 

versus 

Carbon Steel 

Buckets marked "C" indicate 
the ordinary Carbon Steel 
Buckets. The letter "M" in- 
dicates the buckets made bom 
Manganese Steel Plates. The 
Carbon Steel Buckets have 
been in use (or 7Vi months 
and the Manganese Steel 
Buckets for 2 /■ months. The 
proportion of wear by actual 
measurement averi^es 2% 
{or the Carbon Steel as against 
less than !^ of an inch for the 
Manganese SteeL These facts 
speak for themselves and 
prove conclusively that in 
buckets handling trap rock. Manganese Steel has a 
life to times greater than that of Carbon SteeL 

We can furnish buckets any size or thickness 
of plate to suit your drawings. 

Manganese Steel Rail Company 

MAIN OmCEi » CHURCH ST^ NEW YORK. 
CHKACO OFFICE ) WESTCRM UNION BUILDING. 



A very convincing argument briefly told by illustration and text. From 
Mining and Scientiiic Press. 



TEST QUESTIONS 



PART I. 

Page 13. 

1. Can business ever exist without advertising of some 

character? 

Page 16. 

!• Compare the methods of advertising necessarily used 
by a farmer selling seed corn with those used by a 
large seed house. 

2. Whsit three divisions is every business susceptible of? 

3. In the present stage of our business development, which 

division of business requires the most brains for its 
successful management ? 

4. Compare the opportimities of selection presented to 

purchasers, at the present time, with those offered to 
purchasers of an earlier date. 

5. What effect has this change had upon the development 

of advertising? 

Page 18. 

1. AMien selling becomes a matter of style and quality, 
what sort of an advertisement is necessary? 

313 
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Page 19. 

1. Why is it good business management, in ^ne early devel- 

opment of any business, to allow the percentage of 
advertising to be entirely out of proportion to the 
amount of the sales? 

2. Why should the percentage of advertising expenses to 

the amount of sales continually grow smaller in the 
case of everv well-conducted business? 



Page 22. 

1. May a business house ever succeed without advertising? 

2. If so, w^hat are used as substitutes for advertising? 

3. Are these substitutes really, in themselves, a form of 

advertising? 

Page 23. 

1. If you were appointed advertising man for a house 

which had never before advertised, or, at least, had 
never before advertised to any material extent, what 
factors would you take into consideration before you 
outlined the advertising campaign to be adopted? 

2. Why, in outlining such plan of campaign, should you 

adopt mannerisms and methods in conformity with 
the mentality of the managers of the business? 



Page 26. 

1. What is the proper relation which should exist between 
the advertising manager and the sales manager of a 
company ? 
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Page 27. 

1. Why should the advertising manager sink his personal- 
ity in that of the business ? 



Page 30. 

1. Compare the work of selling goods with the work of 

manufacturing them. 

2. Which is the more difl&cult, and why? 

Page 31. 

1. What attitude should a salesman take toward the preju- 

dices of buvers? 

2. What effect will the failure to pay attention to such 

prejudices have? 

Page 32. 

1. Why must an advertising man understand both the 

mechanical and selling end of the business which he 
is advertising? 

2. What will be the result of the failure of an advertising 

man to understand the mechanical end of the 
business? 

3. What will be the result of the failure of an advertising 

man to understand the selling end of the business? 

Page 34. 

1. What effect will the knowledge that few people really 
study advertisements have upon the character of the 
advertisements which vou write? 
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Page 36. 

1. In what ways will an incompetent advertising manager 

waste money for his concern ? 

2. Which is greater, the direct or indirect loss, resulting 

to a firm, from the employment of an incompetent 
advertising manager ? 

3. Explain the indirect losses. 

4. Discuss the importance of an advertising man's ability 

to use proper English. 

Page 37. 

1. If you were preparing to write an advertisement for a 

certain article, what is the first thing you would do ? 

2. Discuss the relative value of long words and short words 

in advertisements. 



Page 40. 

1. To what extent should technical descriptions be used 
in advertising? 

Page 41. 

1. What substitutes for technical description may be em- 

ployed in the advertisement of a machine? 

2. What points may be passed over with the assumption 

that the reader will be familiar with them ? 



Page 44. 

1. What features of a machine should be given particular 
prominence in an advertisement? 
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Page 45. 

1. What is the proper place for pictures in the advertise- 

ment of machinery ? 

2. What will be the effect of an incorrect or dishonest 

picture in an advertisement ? 

3. Discuss the common use of pretty girls ' pictures in con- 

nection with an advertisement. 



Page 48. 

1. When may female pictures be properly used in an ad- 

vertisement ? 

2. Why will the eye read a combination of caps and lower 

case more easily than all caps ? 

3. What are the advantages in the use of short para- 

graphs ? 

4. Why is it a mistake to use too many headings in an 

advertisement ? 

Page 50. 

1. What latitude should be allowed the printer in the 
mechanical arrangements of an advertisement? 
Why? 

Page 52. 

1. Into what two great classes, as to the class of persons 

to be reached, are advertisements divided? 

2. What is the first point which will be considered by the 

person who is buying goods which he expects to use 
himself? 
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Page 53. 

1. What division is the more important? 

2. Discuss the advertisements which attempt to sell arti- 

cles solely on the basis of their low price. 



Page 56. 

1. In advertising an article, would j'ou attempt to sell it 

by the use of a single argument or by the use of a 
number of arguments contained in the same adver- 
tisement ? 

2. Give the advantages and disadvantages in each case. 



Page 58. 

1. Wliat is meant by the viewpoint of the purchaser? 

2. What will be the effect of failure to appreciate this? 

3. What are some of the influences which may prevent the 

advertising writer from being able to correctly ascer- 
tain such viewpoint? 



Page 60. 

1. WTiy should an advertising man always maintain 

' ' open-mindedness " ? 

2. What do you mean by '* open-mindedness" in this re- 

spect and how should it be manifested ? 

3. Whv should an advertiser carefullv studv mankind? 

4. What, if any, particular aspects of human nature are 

particularly important for study by the advertiser? 
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Page 62. 

1. Which is generally the most profitable — to try to sell 

what you want to sell, or to find out what people 
want to buy? 

2. Does it ever pay to conduct an educational campaign 

in order to create, in the minds of people, a desire 
which your article, or service, will gratify? 

3. What attitude should an advertising man take with 

relation to ^'kicks'' from customers? 



Page 64. 

1. Discuss the value of letters from satisfied purchasers? 

2. How would you proceed to obtain such letters? 



Page 66. 

1. Is there any danger of making an advertisement so 

striking that the attention of the reader is so focused 
upon the advertisement itself that the article adver- 
tised is lost sight of? 

2. How can such a result be avoided? 

3. May an advertisement be too skillfully constructed? 

Page 68. 

1. What is meant by ''position''? 

2. Can vou tell too much in an advertisement? Why? 



Page 70. 

1. Why is a follow-up system lu eessary in advertising? 
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Page 72. 

1. Outline a follow-up system for the sale of some particu- 
lar article. 

(Arrange such follow-up system to follow some 
advertisement aj)pearing in this book.) 



Page 73. 

1. How far is it profitable to carry a follow-up system ? 

2. Will the ordei!s received as a direct result of advertis- 

ing pay the expenses of advertising? 

3. If not, then how is it that advertising is profitable? 

Page 76. 

1. Describe how the success of an advertising campaign 
depends, in a large measure, upon the method in 
which ordere are filled. 



Page 78. 

1. What is the value of a mailing list? 

2. How may a mailing list be built up? 

3. How should a mailing list be used? 



Page 80. 

1. Criticise the following reasoning: 

''Advertising can do no good unless the thing ad- 
vertised is unusual — out of the ordinarv. Wlien the 
thing is a common, every-day article, the public 
knows already what it wants, and sooner or later 
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advertising of staple goods must be omitted, because 
it is a needless expense, which the consumer must 
pay. ' ' 

Page 82. 

1. Does the average person generally read advertisements 

intentionallv or incidentallv? 

2. Would your answer to the last question influence you 

in your judgment as to the kind of an advertisement 
to write? 

Page 84. 

1. Describe different kinds of advertising agencies. 



Page 86. 

1. What is the difference between having an advertising 

agency work for you and work with you? 

2. How much discretion should the advertiser allow to the 

advertising agency? 



Page 88. 

1. Whv is the difference between the rates of different 

% 

advertising agencies too trifling to consider? 



Page 89. 

1. Which is the most important result of advertising — the 
. mimediate sale resulting therefrom, or the estab- 
lishment of a rejmtation for the business? 
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2. What is generalh^ the character of business which looks 
only to the immediate results of its advertisement? 

Page 90. 

1. Is logical reasoning shown by the following expression 
of opinion: ''That cocoa must be good. I see it 
advertised so much ' ' ? 



Page 91, 

1. Does experience in advertising aid a x)erson in other 
forms of business activitv? 



Page 94. 

1. Discuss the openings offered by advertising as a pro- 
fession. 

Page 95. 

1, What is the main problem of every advertising cam- 
I)aign ? 

Page 96^ 

1. What is the foundation of all good advertising? 

2. Why will the advertising man, who is most in sympathy 

with the problems of his fellow man, produce the 
best advertising? 

Page 97. 

1. In salesmanship, what are the four steps necessary to 
consummate a sale? 
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Page 98. 

1. Why should no 'statement made in an advertisement be 
susceptible of two meanings ? 

Page 99. 

1. What is the effect of introducing a negative element in 

an advertisement? 

2. Compare the problems presented to the advertising 

majiager of a house, which attempts to sell its goods 
on quality and reputation, with that of the advertis- 
ing manager of a firm which relies on low prices. 

Page 101. 

1. Can advertising men create selling conditions? 

2. Wliv is it a mistake in an advertisement to make direct 

mention of the plans or purposes of the management 
of the concern advertising ? 

Page 102. 

1. Should advertising be considered as an investment or 

as an expense ? 

2. Is there any limitation to the application of this rule? 

3. What two functions does adA^ertising fulfill ? 

Page 103. 

1. Write out a detailed explanation of three ^' SHORT 
ADVERTISING SHOTS" found on this page. 
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Page 104. 

1. Write out a detailed explanation of tliree "SHORT 
ADVERTISING SHOTS" found on this page. 

Page 105. 

1. Write out a detailed explanation of three "SHORT 
ADVERTISING SHOTS" found on this page. 

Page 106. 

1. Write out a detailed explanation of three "SHORT 
ADVERTISING SHOTS" found on this page. 



PART n. 

Page 107. 
1. Wlio pays for advertising! 

Page 108. 

1. Is there any uniform method of detennining what the 

price of an article should be? 

2. Is there any more economical method of selling and 

distributing goods than by means of advertisement? 

Page 110. 

1, When may advertising be done through personal sales- 
men ? 
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2, What is the most valuable part of advertising to the 
buyer ? 

Page 111. 

1, What are the problems which must be solved by the 
manufacturer who is strong enough to advertise 
profitably ? 

Page 112. 

1. Is it a wise policy for an advertiser in his advertisement 
to guarantee an article which he does not make? 

Page 113. 

.1 . Why is criticism either an asset or a liability, but never 
both? 

Page 114. 

1. Discuss the advertising value of sentiment. 

Page 115. 

1, Why is one of the two following advertisements much 
preferable to the other: 

''This set of silverware has a charm all its own. 
The shapes are graceful, the canning chaste, and 
their use is a pleasing addition to the well-ordered 
dining service. They produce an atmosphere of true 
refinement/' 

'^ These forks and spoons are triple plate on solid 

steel. You can't bend them, and thev will wear for 

« 

fifteen vears. They are cheap and very servicea- 
able." 
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Page 118. 

1. What are the disadvantages in the work of the follow- 
ing classes of advertising men: 
A. — The super-heated writer ? 
B. — The ultra-educated writer? 
C. — The funnv writer? 

Page 120. 

1. Discuss the relative value of theories and common sense 
in the writing of advertisements. 

Page 121. 

1. What is meant by the spirit of advertising? 

Page 122. 

1. Wliy does ''Being Honest^' count in advertising? 

Page 124. 

1. Why, when you desire people to accept your conclu- 
sions, is the first requirement to know your audi- 
ence ? 

Page 125. 

1. Compare the work of an advertising writer with that 
of a preacher or lawyer. 

Page 128. 

1. Why are few imitators successful in advertising, or 
anything elsef 
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Page 129. 

1. What are the best methods by which you may broaden 
your ideas ? 

PART in. 

PagelSl. 

1. What should be the aims and policy of a newspaper? 

Page 132. 

1. What is the duty of a newspaper as to furnishing re- 

liable news? 

2. Is it good policy, as well as a duty, to do this? 

Pages 134 to 136. 
1. Discuss the newspaper as a National power. 

Page 138. 

1. What is the extent of the influence of the newspapers 
in the United States? 

Page 140. 

1. Discuss the influence of the newspapers in the home. 

Page 142. 

1. Explain how the advertising prestige of a successful 
newspaper reflects its standing in the community. 
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Pages 144-145. 

1. Discuss the importance of the newspaper to the retail 
advertiser. 

Page 148. 

1. What is meant by the advice to ''be natm^al" in prepar- 
ing newspaper advertising copy? 



Page 150. 

1. Why are illustrations of value in newspaper advertis- 

ing? 

2. Prepare an advertisement to which a cut would ])e a 

proper addition, and anoth(»r advertis(anent in which 
a cut would be entirely out of place. 



Page 152. 

1. Discuss the proi)er connection which should exist be- 
tween ''copy" and "illustration." 



Page 154. 

1. ^Miat do you mean l)y the term "catch phrases"? 

2. When may "catch phrases" be properly used in an 

advertisement ? 



Page 155. 

1. Discuss the value of a jjeneral new^spaper to the manu- 
facturer or "general advertiser." 
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Page 158. 

1. To what extent, if any, is a ne\vspai)er advertisement a 
substitute for a salesman ? 

Page 160. 

1. What considerations would influence you in deciding in 
what new^spapers to advertise ? 

Pages 162 to 164. 

1. Discuss the relative importance of the quantity and 
quality of the circulation of a newspaper. 



PART IV. 

Page 177. 

1. Compare the field covered by magazines and news- 
})apers. 

Page 178. 

1. Describe how the magazine creates a dc^mand for a com- 
modity througli National Advertising, wliile the 
newspaper localizes this demand by bringing the 
consumer to the door of the local dealer. 



Page 179. 

1. Discuss the development of the American magazines 
(hu'ing the jjast thrc^e-quarters of a century. 
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Page 182. 

1, Name some of the articles which have been made stand- 
ard through extensive magazine advertising. 

Page 184. 

1. Why is a magazine not a good medium for local adver- 
tising ? 

Page 186. 

1. Explain the advantage of magazine advertisements on 
account of their long life. 

Page 188. 

1. Compare the relative life of a magazine and a news- 
paper. 

Page 189. 

1. What class of people can be reached through magazine 
advertisement? 

Page 190. 

1. Explain how advertising in the magazines by the na- 
tional advertiser avoids trouble and conflict with 
local merchants. 

Page 194. 

1. Compare the cost of covering the country by magazines 
and by newspapei*s. 
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Page 197. 

1. Does the reputation of the contribution to a magazine 

aid the advertiser in such magazines ? 

2. If so — how and whv? 



PART V. 



Page 225. 

1. How are trade journals classified? 

2. Wliat influence is exerted by trade papers which reach 

retail merchants ? 

Page 228. 

1. What influence is exerted bv trade or class iournals 
devoted to technical and scientific subjects? 



Page 229. 

1. What is meant bv the statement that the list of sub- 

scribers to a trade journal is a ^^ Strictly Pure" list? 

2. What effect will this have upon the value of such jour- 

nal as an advertising medium? ' 



Page 232. 

1. Discuss the influence which the retail merchant will 
have upon the question of the success or failure of a 
nationallv advertised article. 
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Page 233. 

1. What percent of the purchasers of this country are esti- 

mated to buy from the local retail merchants? 

2. Discuss the lesson taught by the axiom — '*If the dealer 

does not have it, the consumer cannot get it." 



Page 238. 

1. Do purchasers generally rely upon what they have seen 
in advei'tisemenl, or what thev are told bv the retail 
dealer, in making their purchases ? 



Page 240. 

1. Is the policy of ''forcing the dealer" generally a wise 
one? 

Pages 241 to 243. 

1. Discuss the best method which a manufacturer can 
adopt to secure the co-operation of retail merchants. 



Page 248. 

1. Why do merchants read trade papers ? 

2. What lesson does this teach to advertisers? 



Page 249. 

1. What is the real test in advertising? 
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Pages 252 to 256. 

1. What different benefits are secured by advei*tising in 
trade journals? 

Pages 257 to 261. 

1. Discuss the recent development of trade journals. 



Page 264. 

1. How are the families in the United States divided as to 
the size of their income ? 



Page 265. 

1. If you were intrusted with the money to spend in an 

advertising campaign for an automobile factory, how 
would you employ such mon(\\'f 

2. Do you or do you not believe that the system suggested 

on page 263 is a wise one ? 

Pages 270-269. 

1. Discuss the present and future status of the trade jour- 
nal. 



PART VI. 



Page 281. 



1. Upon what foimdation are technical papers based? 
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Page 282. 

1. Upon what does the advertising value of a paper large- 

ly depend? 

2. Compare the editorial ability shown in technical papers 

with that shown in other species of papers or 
journals. 

Page 284. 

1. With what mav the clientele of a modern technical 

paper be compared ? 

2. Why should the advertising in a technical paper be 

authoritative ? 

Page 286. 

1. Discuss the circulation of technical papers, both as to 
quantity and (luality. 

Page 288. 

1. Wliy does advertising in a technical paper reach the 
reader at the pyschological moment? 

Page 290. 

1. Is the reader of a technical paper an ultimate con- 

sumer ? 

2. What influence does this have upon the advertising 

value of a technical paper? 

Page 291. 

1. Compare the cost of advertising in technical papers 
with its eflficiencv. 



QUESTIONS 3:!.-) 

Page 294. 

1. Compare the advertising rates in technical papers 
with those in poi)uhir papers. 

Page 296. 

1. Discnss the jnirchasing po\Yer of readers of technical 
papers. 
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